








1,200 industrial admen attend NIAA conference 
MERCHANDISING PLUS: GE dramatizes sales program 
Contractors launch national ad, merchandising drive 
Stone Container shows industrial 3D sales movie 

Sales meetings on finance sell company to salesmen 


Goodyear merchandises hidden component in paint 
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COAL AGE, in May, broke all mining publication records for number of 
pages of advertising and dollar volume of advertising. 


COAL AGE advertisers know that the coal mining industry is an attrac- 
tive market for their products and services ... Know that the industry 


will spend some $200,000,000 on capital expenditures in 1953 and an 


additional $395,000,000 or more for operating materials and supplies. 


A McGRAW-HILL PUBLICATION, 330 WEST 42 STREET, NEW YORK 36, NEW YORK 


on ‘ 





AT THE VITAL MOMENT Thus, Product informative advertis- 


ing in Thomas Register is often the 
only advertising seen at the buying 
moment. lt— 


WHEN PURCHASE IS FIRST 


CONTEMPLATED, T. R. IS 


HABITUALLY CONSULTED 
1. Influences product selection 


directly! 


2. Revives impressions from 
other advertising. 


BY U. S. INDUSTRY FOR 


THE COMPLETE ADVANCE 


PICTURE OF ALL AVAIL- 3. Provides returns far beyond © 


the small annual cost. 


ABLE SUPPLY SOURCES. 


T. R. READERSHIP Z.21R © 
T.R. BUYERSHIP ‘| OO*% 





‘dl 


There are relatively few of the major buying 
powers that have not adopted T. R. as their 
guide in purchasing. Over 50,000 copies in use 
—20,160 of latest edition with balance of earlier 
editions based on resale figures and other evi- 
dence. And an average of three individuals 
habitually use each copy. 


T. R. circulation is fully paid and ABC 
Audited. The substantial price of each edition 


eliminates any mere curiosity subscribers. 


Your Thomas Register representative will be 
glad to show you how you can reach many of 


your major markets thru T. R. 


“Yt Pays “Jo Advertise 
Where Buyers Look for pbduertising™ 


THOMAS 
REGISTER 


THOMAS PUBLISHING COMPANY 
461 EIGHTH AVENUE oun nconescurarives 


SEE VOL III 
NEW YORK 1,N. Y. 
June 1953 /1 
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AMERICAN ARTISAN Helps 


Its Subscribers Sell— 


= MORE Air Conditioning mp 


. for homes, small industrial plants, res- 
taurants, offices, stores — summer cooling, 
winter air conditioning, and year around 
air conditioning — thousands of installa- 
tions scheduled for this year and a tre- 


mendous potential ahead. 


€ MORE Warm Air Heating 


. for new and existing homes — furnaces, gas burners, oil burn- 


ers, humidifiers, controls, blowers, filters, sheets, insulation, etc. — 


; (¢# pb. n‘ a uo f 
fee 
In the warm air-sheet metal field, AMERICAN ARTISAN is sil any RR 


THE merchandising paper. Month after month our editors illus- 
trate and explain how ARTISAN readers can do a better, more 


an average of over 800,000 installations annually. 


profitable job of selling. MORE ‘thes Metal ie —- 


The ARTISAN'S editorial range covers everything a KEY 
dealer-contractor with sales, engineering, shop and service facil- 


. factory blow pipe systems, exhaust and 


ities can handle... ventilating, special sheet metal constructions for 


That's why AMERICAN ARTISAN commands great reader 


interest among those dealer-contractors who have ‘“‘arrived"’ or 


process applications — fans, hoods, galvanized 
sheets, angles, stainless steel, alloys—products 


‘ and materials used in large volumes. 
are on their way to sales volume success — why ARTISAN PAID want 9 


subscribers handle the bulk of all business. 
Prosperous sales outlets invaria- @ 
bly mean MORE business for you. 
You MAKE these contacts and KEEP 
them by using AMERICAN ARTISAN on 


a consistent, every issue basis. May we 
present our complete case? 


KEENEY 
PUBLISHING COMPANY 
6 N. Michigan, Chicago 2 


NEW YORK: 1734 Grand Central Terminal 
CLEVELAND: 3734 Woodridge Rd. 
LOS ANGELES: 672 S. LaFayette Park Place 


KEENEY PUBLISHING COMPANY + 6 N. MICHIGAN AVE. - CHICAGO 2 


NEW YORK 34 ent ermina CLEVELAND HEIGHTS: 3734 Woodridge Rd LOS ANGELES: 672 S. lofayette Park Place 
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For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 


G. D. Crain Jr., Publisher Annual! Market Data and Directory Number 
asinine a = Murray E. Crain, Fdito: 
EDITORIAL STAFF . 
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Deborah Deering. Associate Editor Jack C. Gatford, Advertising Director 

Miriam Frankel, Editoria] Assistant Gorden D. Lewis, Mgr. Sales and Service 

Hal Burnett, Contributing Editor Hal Darrow, Eastern Advertising Manager 

Bob Aitchison, Contributing Editor D. G. Pilkington, Western Advertising Mgr 

Stanley E. Cohen, Washington Editor George F. Schmidt, Adv. Production Mgr 

Tom Raki, Art Director Russell L. Sparks, Promotion Manager 


Elizabeth G. Carlson, Librarian Myron A. Hartentfeld, Circulation Director 


CONTENTS Departments 


1200 industrial admen to attend NIAA conference 

GE dramatizes sales program for distributor salesmen 

How Hewitt-Robins advertises hose and conveyor equipment 
Electrical contractors launch $500,000 campaign for new business 
Hippos, anteaters turn talents to industrial advertising 


C RA 


No tricks make best-read ads. . Craig | tche 
Copy. no pictures, make successful ad for Koppers 

Cuno cuts lag in inquiry follow-up 

12-point rule too good for Harrington real estate ads 

Well-known components can boost sales . . forum 

Which ad attracted more readers? . . Starch 

Must salesmen know company finances? .. Ansul explains them 
Industry census must be sold to Congress 

Diversify your industrial line . . Willard F. Rockwe 

Promoiion of hidden component boosts paint sales 


QO Art gallery sells CCS campaign .. 
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WE'LL SEE YOU 


YOU MAY BE THE LUCKY AD MAN 
TO WIN THE MODERN RAILROADS 
DOOR PRIZE! 


ATTEND THE NIAA CONVENTION IN PITTSBURGH 
JUNE22!...aAND GO BY RAIL! 





TWO ROUND TRIP TICKETS 


FIRST CLASS, INCLUDING PULLMAN— 
FROM YOUR HOME TO ANYPLACE IN THE 
UNITED STATES 


There will be plenty of ad men—and ideas in Pittsburgh 
... and Modern Railroads adds another lure. 


Be sure to check— 


ROOM 475 
WILLIAM PENN HOTEL 


... you may win the door prize! 


mi “ha 


MODERN 44) LEXINGTON AVE., NEW YORK , 459 THE ARCADE, CLEVELAND . 423 FIRST TRUST BLOG, PASADENA ‘ 
RAILROADS 201 N. WELLS STREET, CHICAGO 6, ILLINOIS 





IN PITTSBURGH 


YOU MAY BE THE LUCKY AD MAN TO 
WIN THE APPLIANCE MANUFACTURER 


DOOR PRIZE! 


ATTEND THE NIAA CONVENTION IN PITTSBURGH 
JUNE 22! 





FIRST WINNER’S choice of his favorite brand 
of any major home appliance! 


SECOND WINNER’S choice of his favorite 
brand of any small home appliance! 


As a new magazine, Appliance Manufacturer attends 
its first NIAA convention! We want as many ad men to 
know about us as possible, so we've sweetened the 
pot for attendance. 


Be sure to check— 


ROOM 475 
WILLIAM PENN HOTEL 


. +. you may win a door prize! 


APPLIANCE 441 LEXINGTON AVE, NEW YORK ~ 459 THE ARCADE, CLEVELAND + 423 FIRST TRUST BLOG. PASADENA 
MANUFACTURER Z0T NW. WELLS STREET, CHICAGO 6; ILtINOtS 





Ist quarter, 1953—display advertising volume 


f} RCT inthe 
I states ofthe WEST 


among all chemical magazines! 


In the first three months of 1953, CHEMICAL PROCESs- 
ING leads all other chemical magazines in display ad- 
vertising. The charts below are from actual count of 


space in these magazines. —_ = = 2 =o a ee ee ee ee ee 


most advertisers 


More display advertisers ap- 


most display space 


Chemical Engineering 


CHEMICAL PROCESSING 


Chemical & Engineering News 


Chemical & Engineering News 


Chemical Engineering 


CHEMICAL PROCESSING carried 
more pages of display advertis- 
ing than any other magazine in 
the chemical field — 29.0% more 
than the second-place magazine! 


Chemical Week 


Chem. Eng. Prog 


most dollars 


CHEMICAL PROCESSING 
carried the greatest dol- 
lar volume of display 
advertising—25.5% more 
than the second-place 
magazine! 


Chemical 


Chemical Engineering 


Chemical & Engineering 


News 


peared in CHEMICAL PROCESS- 
ING than in any other publica- 
tion — 47.6% more than the sec- 
ond-place magazine! 


Chemical 
Week 


most exclusive accounts 


Chemical & 
Engineering News 


Chemical 


Engineering 


More display advertisers chose 
CHEMICAL PROCESSING exclu- 
sively over competitive media — 
100% more exclusive accounts 
than the second-place magazine! 


a 
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*Figures based on a 12-time rate for monthly magazines; ** industrial & Engineering Chemistry. 


13-time rate for weekly magazines. 
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THE NEW CHAMP" 


in the eleven western states! 


x men who mariage 


CHEMICAL 
PROCESSING 


...here, “habit-buying” is not deeply-rooted! 


... here, among the young, vigorous companies of the West, it’s to- 
day’s performance that counts—not yesterday’s history! 

... here, the advertising of these companies must prove itself. 

... here, in a few short years, CHEMICAL PROCESSING has forged 
ahead of all other chemical magazines... 


AND HERE'S WHY: 


that the advertisements in CHEMICAL PROCESSING 


1. EDITORIAL LEADERSHIP — 15 editors give terse, timely, 
technically-accurate information on new processes, tech- 
niques and developments. A/l staff-written. 

2. HAND-PICKED CIRCULATION — Readers are selected for 
quality only —no “road-blocks” of circulation rules for- 
bid sending CHEMICAL PROCESSING to the men who 
manage! No “dilution” with foreign circulation — it’s all 
concentrated in the U.S. market. 


3. READER-ACTION— Actual response from readers proves 


are read and acted upon. Such performance is not to be 
confused with “what people say” they read. Instead, they 
are based on known action, taken by readers, as a result 
of their own reading! 


4. UNIQUE, SQUARE FORMAT —“Wide-open” for the best 
display and greatest visibility of all advertisements. Edi 
torial matter on every page—with advertisements next 
to editorial content. No solid advertising sections, front 
or back —no “hurdles” for the reader to jump! 


Represented by: BOB WETTSTEIN 


Los Angeles @ 
San Francisco @ 
Portland @ 


a RN 


NB Py 


published by: 


PUTMAN PUBLISHING CO., 111 E. Delaware Place, Chicago 11, Ill. 


Creators of PUTMAN-STYLE magazines 


Also publishers of Food Processing and Food Marketing 


June 19§ s/7 





high 
HOME 


readership 
INCREASES 
THE IMPACT 


of your 


advertising 
message 
to the 


thousands of 
important 


ENGINEERING 


and 
OPERATING 


MEN 
who receive 


Chemical 
Engineering 
‘Progress 


Serre ahha ens Cmaee Oa 


each 


month 


Chemical 
Engineering 
Progress 


120 East 41st Street, New York 17, N. Y. 
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letters 


tothe Editor 


@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 


| Admen urge scrapping of 15% 


agency commission system 


Praises retainer fee method, 
plans to use it on clients 


® TO THE EDITOR ..I am enthusi- 
astic about Ray Wiggers’ article on 
agency relations and the 15% com- 
mission (IM, April). 
gratulate you on a job well done. 
You have made a clear and con- 


Let me con- 


cise presentation of a method for 
handling of industrial advertising 
which I have been using for the 
last three or four years with some 
of my clients. 

You have helped me to make the 
job of presenting my plan to future 
clients easier. I intend to use your 
article for this purpose. 

Congratulations again and thank 
you for the able presentation that 
you have provided me in my work. 

B. L. THOMSON, 

Bernard L. Thompson, Ltd., 

Advertising, New York 


Agrees with blast at 15%, 
wants to stir up some action 


® TO THE EDITOR .. Ray Wiggers’ 
splendid article in INDUSTRIAL MAR- 
KETING for April attracted my atten- 
tion because your attitude about the 
15‘), agency commission setup coin- 
cides squarely with mine and with 
numerous of my friends throughout 
the country, with whom I have long 
been in correspondence about this 
problem 

Some six or eight years ago, here 
in Philadelphia, an effort was made 
by several members of the Eastern 
Association 


Industrial Advertisers 


to stem the then-existing trend on 
the part of magazine publishers to 
swing over to the commission sys- 
tem. A formidable questionnaire 
was prepared, consisting of “lead- 
ing” questions designed to force the 
recipient to think through the prob- 
lem logically, and to realize some of 
the implications of the system. . 
implications such as unbalanced use 
of media, discrimination against 
vertical magazines in favor of the 
horizontal type, unwillingness to 
spend the copy time required for 
effective ads, etc. Unfortunately the 
questionnaire never was processed 
and mailed because of hamstringing 
on the part of many who were 
afraid to launch the battle. 

More recently, my friends and I 
have found that an increasing num- 
ber of people advertisers, pub- 
lishers, and often agency represent- 
atives . . are becoming more aware 
of the basic unsoundness of the 15% 
system of compensation. 

Here at Leeds & Northrup we 
maintain an advertising department 
of some 60 people who produce all 
of our advertising and sales promo- 
tion, with the exception of general 
publicity which is prepared by an 
agency in exchange for the clearing 
of our billings. Similar arrange- 
ments have been worked out by 
numerous other advertisers who in- 
sist upon preparing their own copy 
and layout. 

I would be very interested in any 
ideas which you might have as to a 
way of stirring up some action 
One angle which is discouraging is 
the realization that many agencies 
handling both consumer and indus- 














YOUR KEY TO BIG 
REMODELING SALES! 


Representing more than 3500 hours of 


research and creative effort, the big Do- 
mestic Engineering Modernization Sales 
Kit is the most complete, most effective 
sales portfolio ever developed for use by 
the contractor-dealer. It provides him 
with all of the materials necessary to pro- 
mote remodeling business on a broad scale 
and shows him, step-by-step, the methods 
to use in directing this profitable business 
into his establishment. 


To assure promotional matter that is con- 
stantly fresh and timely, the kit is being 
released in quarterly sections. Included in 
the first quarterly kit, now available, are 
the following: 3 Giant Posters; 17 News- 
paper Advertisements; 13 Radio Commer- 
cials; 6 Sales Letters; 3 Jumbo Mailing 
Cards; 13 Local Newspaper Releases; 2 
Remodeling Case Studies; 1 Home Efficien- 
cy Questionnaire; 1 Procedure Manual; 1 
Financing Manual; 1 Modernization Plan- 
ning Manual and 3 Time Tables which 
serve as a week-by-week guide to the use 
of the materials in the kit. Each ensuing 
quarterly section will contain similar ma- 
terial keyed to seasonal themes. 


DOMESTIC ENGINEERING’S 


LAY CITY STORY 


ESTABLISHED THE 
tremendous Nation 





r 


“Stora! Remodeling Porestsa! for 
PLUMBING, HEATING, AIR CONDITIONING and APPLIANCES! 


Until Domestic Engineering conducted 
its penetrating, week-long study of Bay 
City, Michigan, with a staff of 40 research 
interviewers, the true extent of the re- 
modeling market for plumbing, heating, 
air conditioning and appliances was never 
fully known. Those manufacturers in 
this industry who have been following the 
progress of this depth survey and are 
plotting their sales tactics on the basis of 
its revealing findings, now recognize re 
modeling and replacement as a market of 
tremendous magnitude. . . . a multi-billion 
dollar market that knows no seasonal lags 
or new construction competitive factors 

. a market on which they can capitalize 
now and through the years to come. 


From the Bay City Story these manufac- 
turers have determined, for the first time, 
how great a potential exists nationally in 
remodeling for their particular products. 
Now. with the introduction of its big 
new Modernization Sales Kit, Domestic 
Engineering is making it possible to sell 
this giant remodeling market to a degree 
that it’s never been sold before. 


. and-now you can sell Modernization 
as it’s-never been sold before! 





The most comprehensive, all-inclusive 
portfolio of this type ever created for the 
domestic engineering contractor dealer, the 
Modernization Sales Kit includes all ma- 
terials he requires at his local level to 
conduct a concerted and continuing sales 
drive for this, the most profitable phase 
of his business. This power packed selling 
tool serves as his and the manufac- 
turer's most effective key to BIG remodel 
ing business. It serves as the means for 
the kind of wholesaler and dealer cooper 
ation that assures the most prominent place 
in the modernization picture for the prod- 
ucts of every manufacturer who participates 
in this all-out, all-industry business build- 
ing program. 

As modernization sales drives continue 
to gain momentum, it becomes increasingly 
important to keep your products constantly 
before the contractor-dealers most actively 
engaged in this major effort. This is the 
purpose you accomplish most effectively 
through a consistent advertising schedule 
in Domestic Engineering, the magazine 
he reads and uses as his guide to moder- 
nization business. 


Your Domestic Engineering representative will be glad to show you how you 
can take an active part in this fast-moving Modernization Sales Program and 
to give you facts you will need to know about Domestic Engineering. 


omestic 


1801 PRAIRIE AVENUE 


n eineer Nn 1g 


CHICAGO 16, ILLINOIS 


































GET AN OX. NOW 


TO PUT DETAILED DATA 
ON YOUR PRODUCTS 

IN HP&AC’s JANUARY ’54 
DIRECTORY NUMBER | 


294 Manufacturers Are Selling 
Their Products from the ‘53 Edition=Are You? 





COVERAGE OVER 17,000 HEATING, PIPING AND AIR CONDITIONING 
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©Omplete KENNEDY line ie 
JOB- ~FITTED te help 7 act te 
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They Specify from This Book 
They Purchase from This Book 


e , 
Hing The finest service you can do your Company 
Wea CONTENTS: PAGE 5 if it has a stake in the heating, piping and/or air con- 
. ditioning field—is to get a decision NOW to run 
complete product data in HP&AC’s next January 


Piping & Directory Number. 


aitioning Get a favorable decision NOW before your 1954 

Air con money is allocated for less important publicity jobs... 
plan to include the type of data from which consult- 
ing, industrial plant, and government engineers can 
specify—from which companies, government agencies, 
and contractors can buy. 

Every year since 1931, HP&AC’s January Pro- 
duct Directory has been the most wanted book pub- 
lished in heating, piping and air conditioning—100% 
PAID CIRCULATION, ABC and ABP-regular space 
rates and agency discount apply. 


‘ : Find out NOW how you can place complete data 
opal i DIRECTORY on your products—detailed descriptions, capacities, 
PRODUC dimensions—in the hands of over 17,000 KEY men at 
rs h A 


surprisingly low cost. Use coupon below or write us. 


VANUARY 


/ 


FOR FULL DETAILS...USE COUPON 


KEENEY PUBLISHING COMPANY 
6 N. MICHIGAN AVE. CHICAGO 2, ILLINOIS 


WHAT THEY NEED 


it « DESCRIPTIONS—to choose the right type. 


Send me Special Bulletin on your January 1954 
Directory Number of HP&AC, and current rate card. 


a. CAPACITIES—to select the right size. 


“4 DIMENSIONS-—to provide correct space. | ANE 








Pees AND CONTRACTORS IN THE INDUSTRIAL—BIG BUILDING FIELD 


June aa 





Now—advertising 
techniques 


for 


MASS 
SELLING to 
INDUSTRY 


Use the new techniques—all 
the increased and improved 
resources of this field— 
brought to you in this book. 
ww ~ industrial ailvertisi ‘ 
eff tivene in recent ar as proved 
producing too i a definite place in the 
overall marketing sts put the 
1953 picture o pecial vertising fleld be 

ou n fas practices andiow vie 1 


winters 


Just Published 


INDUSTRIAL 
ADVERTISING 
HANDBOOK 


By 14 national authorities in the 
field of mass selling to industry 
Compiled and edited by JULIAN BOONE, 
Sales Promotion Manager, POWER 
333 pages, photographs, charts, graphs, $6.50 


Thi ast-reading authori 
CONTENTS aie! aoe 
1. Introduction 
William K. Beard, Jr 
2. Advertising Agencies 
Roger Barton 
3. Industrial Advertising 
Budget 
Bennett 8. Chapple, Jr 
4. Defining and Measur- ment of advertising 
ing the Market it 
Ernest $8. Bradford 
5. Selection of Media eal facts about advertis 
William Sehink ne res walishle to 
6 —= Advertising ome a ca 
opy 
Schuyler Hopper 
7. Field Interviews in how to sell through trade 
Writing Copy 
8. Direct Mail 
Bdward N. Mayer 
9. Company Publications hibits, direet mail, cata 
h Pratt 





helps you 
produce effective velling 
sdvertising by giving 

traightforward facets and 
methods in planning, prep 


wation, testing, and place 


¢ packed with practi 


can help you 


and company publications 


Jr industrial shows and ex 


ogues sales promotior 

10. Catalogues logues, 38 m — 

Anson A. MacLaren t 

Ll. industrial Sales Pro on the special funetions 

notion ‘ es 

John A. Lemly of th 

12. Trade Shows and Ex 

hibits sul ou can expect 

Sidney B. Wasserman bible” for the new 

13. Testing Industrial 
Advertising 

ly Howard D. Hadley und sreference for 

14. Industrial Public Re- the experienced ad man 

lations 


tt with full details 


resources how 


operate and the re 
a Valuable re 


and advertiser Send cou 


John W. Hill 
15. Case Histories pon to look it over with 


Jack Lane mit obligation 


10 DAYS’ FREE EXAMINATION 


McGraw-Hill Book Co., 330 W. 42 St., NYC 36 


Send me Boone's INDUSTRIAL ADVERTISING 
HANDBOOK for 10 days’ examination on ap 
proval In ten days I will remit $6.50 plus 
few cents for delivery, or return book postpaid 
(We pay for delivery if you remit with thi 
coupon; same return privilege.) 








(Print) 
Name 


Address 
City Zone State 
Company 


Position 
This over applies to U.S. only 
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trial accounts would have difficulty 
in going along with the scrapping 
of the 15% 
field, without inviting re- 
their 


commission in the in- 
dustrial 
percussions with consumer 
advertisers 

I just want to congratulate you on 
your excellent article, and to tell 
you how glad I am that my col- 
leagues and I know of still another 
advertising manager who is irritated 
about the commission system. 

KENNETH WRAY CONNERS, 
Manager, Advertising Division, 
Leeds & Northrup Co., Phila- 


delphia 


Flays 15% system as debasing 
. . but says agencies disagree 
® TO THE EDITOR . . May I congratu- 
late Mr. Wiggers on 
article (IM, April) 


like his approach in the discussion 


his excellent 


I particularly 


of the 15° commission. 

We read considerable in the ad- 
vertising press about improving the 
status of our profession, so-called. 
I believe that agencies are debasing, 
if you will, our profession by taking 
15°, for their sole payment. I think 
that trade rates should be 
adjusted downward to reflect a de- 
crease of 15° and then those of us 


paper 


who want to buy agency service 
should go out and buy it, just the 
same as we buy the other commodi- 
If you want some- 
go get a 
don’t 


ties we need. 
thing good, you good 
If you 


selection will show it. 


agency. care, your 

Two years ago when I took over 
my present position from my prede- 
cessor, it was almost disgusting to 
see the immediate reaction here in 
Our company does _ not 
have an agency. As a result, the 
line literally forms on the right and 
the line was composed almost en- 
fly-by-night 


Boston. 


tirely of so-called 
agencies. They would be very happy 
to take the plates from the electro- 
typer and send them to the publica- 
tion, collect the 15°, and rebate to 
the company 10%, keeping 5°% for 


themselves for services rendered 


This was not an isolated instance, 
it happened at least 10, and _ per- 
haps 15 times the first month. 
Some time ago K. W. Conners, 
advertising manager of Leeds & 
Northrup; D. W. Saunders, adver- 
tising manager of the Eimco Corp., 


Salt Lake City, and I started a small 
movement of our own to try to stir 
up interest in a similar promotion 
We got quite a lot of letters from 
people similar to yourself and my- 
self. We letters 
from agencies that agreed with us. 

But by and large the agencies 
highly hostile to the 
agencies could be character- 
than 
antagonistic 


even got some 


were idea 
Some 
ized as being 
They actually 
The net result of our activity was 
that INDUSTRIAL MARKETING stopped 


more hostile! 


were 


written to the 
[IM always 


is interested in presenting all sides 


letters 
editor on the subject. 


publishing 


of controversial marketing subjects, 
as a means of clarifying and help- 
ing solve them. . . Ed.] 

Maybe you will stir up something 
a little more! I sincerely hope so 
Very frankly, I don’t like the idea 
of having to pay for something that 
I don’t want. Regardless of whether 
I want agency service or not, when- 
ever I buy space in a trade paper, I 
am paying for it. 

If there is anything that I can do 
to help, I certainly would be very 
happy to do it. 

E. J. MACKENZIE 

Advertising Manager, Simplex 

Wire & Cable Co., Cambridge, 

Mass. 


Calls Wiggers article timely 
- . foresees mixed reaction 


® TO THE EDITOR. . I 
finished reading Mr. Wigger’s article 
on agency relations. May I first 
compliment him on an extremely 
well written and easily read article, 
one which is very timely and upon 
which you will undoubtedly have 
many comments both pro and con 

Our relationship with our adver- 
tising agency exists solely on the 


have just 


15° commission basis and has eve 
since advertising was instituted as 
an integral part of our business. 
This particular issue has continually 
nagged me ever since becoming as- 
sociated with advertising and your 
article does much to clear up some 
misunderstanding I had, as well as 
point out and more clearly define 
the ideas I had for a reformation in 
our own particular business. 

One thing your article did not 
seem to point out too clearly is what 


happens to the 15° commission 





that is normally returned to the 
agency by the publishers if he is 
put on a retainer basis? Is this 
figured in when estimating the re- 
tainer fee to be agreed upon, or as 
I believe you point out it can be 
returned to the client? 

The above I would like clarifica- 
tion on merely for my own informa- 
tion, for at the present time I am 
attempting to study ways and means 
of obtaining better results per ad- 
vertising dollar Certainly 
your solution of a retainer basis 
seems to me a clear step in the right 
direction and anything further that 
you could offer would be helpful. 
much for the 


spent. 


Thank you very 
courtesy of your reply. 
E. J. SULLIVAN, 
Advertising Department, Erie 
City Iron Works, Erie, Pa. 


Asks reprints of article 
showing new marketing trend 


® TO THE EDITOR .. We are wonder- 
ing if the article entitled, “Leasing 
of Yale & Towne Lift Trucks Hints 
at New Marketing Trends,” (IM, 
March, p. 68) could be made avail- 
able in reprint form. 

We would appreciate knowing 
how much it would cost in lots of 
500. Many thanks. 

JAMES A. SHELLENBERGER 
Director, advertising, public- 
ity and market research, Yale 
& Towne Mfg. Co., Philadel- 
phia. 

[Yes. Cost estimate is being sent 


to you .. Ed.]| 


Reader wants information 
on client-agency contracts 


® TO THE EDITOR . . We would ap- 
preciate any information (articles, 
reports, etc.) on typical contracts 
between advertising agency and in- 
dustrial client. 

We have found your journal ex- 
tremely informative and hope that 
you can direct us to the informa- 
tion we require. 

SEMOND LEVITT 
Plastics Division, 
Philadelphia. 

(IM, March, p. 16) 
if any 
we'll 


Manager, 

Strick Co., 
[“Problems,” 
offers information. And 
readers can help Mr. Levitt, 
be happy to pass along the informa- 


tion . . Ed.] 
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No. | ov a5 com ON ALL 5 COUNTS 


Consistently carries more 
pages of advertising than the 
next four papers combined. 
with 


Reaches more plants 


, buying power — more NEW 


plants. Circulation verified by 
Western Union. 


The No. 1 publication on 


- practically every readership- 


preference study made to the 
woodworking field. 


Low cost per thousand cir- 


. culation. 


Produces results for adver- 


. tisers. 


55 years of industry leadership and growing popularity 
accounts for WOOD WORKING DIGEST's large cir- 
culation. Alert editorial content reports and anticipates 
industry trends, developments and problems. More than 
95% personalized, it is read by most of the top executives 
— owners, managers, superintendents and engineers with 
buying authority. Every copy is directed to the right 
man and every man is a logical prospect for your prod- 
uct or service. Pocket-size — modern format — easy to 
read and use. Put the sales power of the DIGEST behind 


your product. 


rh, 


24-page Data File based on NIAA 
outline. Latest market figures, gov- 
ernment statistics and publication 
data. Helps you determine the sales 
potentials for your products in the 
huge woodworking industry. Write 
for your copy. 





This is where you advertise to sell 


| 
| 


SUPERINTENDENT M 


Metalworking’s production engineers and executives . . . re- It is natural, then, for them to concentrate their attention on 
sponsible for a $100-billion annual production of machinery, a magazine that is edited exclusively in their interests .. . 
equipment, and appliances . . . constantly face new produc- for only such a magazine can bring them the help they need 
tion problems of many kinds. in solving a wide variety of urgent production problems. 


Advertising Pags. .n 
American Machinist 


Lowest-cost-per-1,000 subscribers ~ 


es 
>” ee 

*” ee 

This magazine's sharp leadership in editorial and paid- What's more, you can buy all of American Machinist's pene- 

circulation values pays off when you have machinery, equip- trating advertising impact af a cost-per-thousand subscribers 

ment, materials, supplies, or other products to sell to Metal- far below the cost-per-thousand subscribers of any other 

werking . . . pays off so convincingly that, last year, 839 metalworking publication. 

advertisers invested more advertising dollars in American 

Machinist than have ever before been entrusted to any metal- 


werking publication. 





Metalworking’s basic buying group 


THE ONLY. : Se PROVED... AND SALES-WISE... 


METALWORKING 
Be ina READERSHIP 
30,000 CIRCULATION THAT HAS | 
O00 KEPT STEADY PACE WITH P 
METALWORKING'S GROWTH Editorial Pages 


98%" 


Advertising Pages 


95 % readership 


NET-PAID CIRCULATION AND TOTAL DISTRIBUTION — 

ABC-AUDITED FIGURES 1936-1952 

15,000 bid Carasee & 
1936 1938 1940 1942 1944 1946 1948 1950 








And because American Machinist iS edited exclusively for These production men subscribe to American Machinist in 
them, Metalworking’s production engineers and executives record numbers because they need and want the decision- 
clearly prefer this magazine to all other metalworking pub- making help they find in its pages. The only Advertising 
lications. Over 32,000 of them subscribe to American Research Foundation Study ever made of a metalworking 
Machinist . . . more than have ever before subscribed to any § magazine clearly shows how intently and thoroughly Ameri- 
metalworking magazine. can Machinist is read, cover-to-cover. 


SO . . when you seek increased sales in the $100-billion Metalworking Industry, 
and want to build preference for your products among this industry’s most 
important buying group . . . production management .. . the facts will tell 
you why 


the NO. 1 place to do business with America’s biggest industry 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND THE 
ASSOCIATED BUSINESS PUBLICATIONS 








modern team for sales results 


Show life size color the modern, 

easy way with beautiful color 

slides of your product. 

One handsome lightweight kit does 

everything —Contains 160 2x2 color 

slides, + the Manumatic Projector, 

+ the Index Changer . . . So easy~ 

just insert File into Changer— 

you’re set to show—and fingers 

never touch the slides! 

For + sales 

Manumatic with Index Manual Changer 
$68.50 

Standard Case $12.00 (F-E.T. Inct.) 

Deluxe Case (Illustrated) $20.00 

At every good Photo Dealer—Anywhere! 

Write today for complete information! 

Clip this to your letterheod - 


prompt action, nome of neorest dealer 


ie) 
rey) 
SAL ay, 
CEo 
. 
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in Industrial Marketing 


® A STUDY RECENTLY conducted by 
the magazine Machine Design may 
give you some of the information 
you want. The publication asked 
its readers what they thought a 
good advertisement should contain. 
Here are a few of the answers: 

“Particulars about product, not 
general information be specific 
as to details.” 

“Give sufficient technical data: 


furnish figures not general state- 
ments.” 

“Should contain proof of the 
adaptability and performance of the 
product. Should give legitimate 
reasons for its excellence over other 
products of the same type.” 

“An ad for a product should give 
me good reasons why the product 
will benefit me.” 

“Should show advantages of prod- 
uct at a glance; should be short and 
simple; should illustrate and de- 
scribe; should not have over-lengthy 
descriptions.” 

“Should be attractive enough to 
stop the reader. Should show sim- 
plified operational views in diagra- 
matic form. Should illustrate out- 
standing features of the product.” 

“Application and technical data. 
Product features. No institutional 
advertising.” 

The same study includes ten 
“Don’ts” that should be observed by 
industrial advertisers. They  in- 


clude: 


1. Don’t Brag .. The fact that 
your company has been in business 
for 100 years is of little interest to 
most readers of business papers. 
What is more important is how can 
your product help solve a problem, 
cut costs, resist wear, be more effi- 
cient, etc. If you think your prod- 
uct is the best in the field, prove it 


2. Don’t oversell .. Don't put 


GOLDE MANUFACTURING CO. 
4888 N. Clark St., Chicago 40, Ill 


PR 
fo) 
"Cron show pictures of products in use; your entire sales philosophy in one 
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in selling the 
process industries 


by DON DICKSON 


Sales are born, 


ow can salesmen sell men they 
cannot see ...in fact, don’t even know? 
Sales engineers whose prospects and 
customers are in the process industries 
face this problem constantly. Because 
process men work on the Q.T. to pro- 
tect their plans, your salesmen seldom 
know what's stewing inside the plant or 
the number of cooks who decide pre- 
liminary specifications before orders are 


placed. 


To run a sizable plant in these huge 
industries, process men must have at 


hand immediately hundreds of thou- 





\ 


sands of technical facts. So these 
working level process men, and top 
management too, turn first to Reinhold 
Catalogs which have served the process 


industries exclusively since 1916. 


The 1952-53 editions of Chemical Engi- 
neering Catalog, and Chemical Materials 
Catalog, contain the product data of 
nearly 700 of the country’s leading man- 
ufacturers . . . 2,618 fact-packed pages 
which help specifiers solve their most 


perplexing process problems. 


In a new 32-page booklet the Reinhold 
Catalog Division reveals present-day 
buying and specifying activities of men 
of many titles in all the process indus- 
tries. This booklet entitled “Sales Are 
Born, Not Made” gives the catalog-use 
pattern of hundreds of specifiers—key 
men who must be sold on your product 
or service before your salesmen are even 
invited to make a call. Today—write 
Reinhold Catalog Division for your free 


copy of “Sales Are Born.” 


Process Industries 
Specifying Teams 
turn to 


«<e & «& 


CHEMICAL ENGINEERING CATALOG 


for detailed 
up-to-date data on 


process equipment 
engineering services 
materials of construction 


IN THE 
PROCESS INDUSTRIES 
PICTURE ! 


REINHOLD CATALOGS | 


PUBLISHED FOR 
INSIDE PLANT USE 
BY ALL TITLE 
GROUPS. 


Process 
Industries 
Specifying Teams 
turn to 


CHEMICAL MATERIALS CATALOG 
AND DIRECTORY 
for detailed, 
up-to-date data on 


properties, specifications 
and applications of chemicals 
and raw materials. 


Reinhold Publishing Corporation 
330 W. 42nd St., New York 36, N. Y. 


June 1983 /17 
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1205 MADISON AVENUE © PITTSBURGH I 


Telephone, Allegheny |-3257 


September 8, 195¢ 


Mr. R. S. Reed, Jr., Executive Vice President 
Marsteller, Gebhardt and Reed, Ir 

406 Law & Finance Build ng 

Pittsburgh 19, Pennsylvania 


Dear Rod: 


Our company's association wit 


been a pleasant and profitable 


Your grasp of our marketing problems h 


ery effective promotion that has serve 


icrease the overall acceptance of « 


ndu 


We can recommend your advertising se 


whose sales activities follow a pattern 
Yours very truly, 


IRON AGE DIVISION 
H, Childs & Co., Inc. 


-bales Manager 


JHChilds,. 
mcb 


THeE SAC ET e080: ¢€ # 


H. Childs & Co., Inc. 

is one of 70 advertising clients of 
Marsteller, Gebhardt and Reed, Inc. 
Chicago and Pittsburgh 











Industrial Marketing's 


1954 MARKET DATA & 
DIRECTORY NUMBER 


To be Published 
JUNE 25 


ing 
NOON! 
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advertisement. Don't try to sell 
your entire line in one advertise- 
ment. 


3. Don't be afraid .. of long 
copy. But be sure that what you 
have to say Is absolutely necessary 
to be completely understood. Make 


every word count. 


4. Don’t clutter your ads. . with 
unnecessary designs, backgrounds, 
irrelevant photographs and draw- 
ings or company history. 

The study, which includes addi- 
tional worthwhile material, has 
been published in a 24 page booklet. 
It is available without charge from 
Penton Publishing Co., Penton 
Building, Cleveland 13, O. 

Other recommended _ reference 
material includes a series of articles, 
from Industrial Marketing . . “How 
to Advertise to Business Men” by 
Howard G. Sawyer, James Thomas 
Chirurg Co. Ten of these articles 
have been reprinted, and are avail- 
able in booklet form. Write Indus- 
trial Marketing, 200 East Illinois 
St., Chicago, Illinois. Price:  75c. 


What ad managers earn 


im industrial advertising 


The “average” industrial adver- 
tising manager receives $9,318 a 
year for his labors. He is 434% 
years old . . has been an industrial 
advertising man for almost 16 years 

. and has been working for his 
present employer for more than 11 
years. 

The above figures are based on 
answers given by 216 industrial ad- 
vertising managers who took part in 
a nationwide study conducted by 
INDUSTRIAL MARKETING and published 
in the November, 1951 issue. 

Salaries ranged from a low of 
$3,500 to a substantial $31,000. 
Sixty-four of the 216 ad managers 
were in the $7,500 to $9,999 bracket, 
and fifty were in the $10,000 to 
$14,999 bracket. Only 35 received 
less than $6,000 a year. 

Reprints of the article are avail- 
able . . 15c each. 
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for Readers and Advertisers 


Months of experiMygnting in co-operation with the makers 
of Smyth Book Sewing Machines, leaders in their field, has 
produced a publication equal in quality to any hard-bound 
book. 

Sewing over 40,000 copies of MACHINE and TOOL 
BLUE BOOK each month is no small task. Ic is expensive 
for us — but worth it. It proves the value of paying close 
attention to details. It is not enough to constantly improve 
editorial content. It is equally important to seek new ways 
to step-up physical appearance — modern, readable type — 
simple, logical layout treatment — quality paper and print- 
ing — and, finally our latest achievement — SEWED BIND- 
ING which is synonymous with durability and permanency 

.. another plus for BLUE BOOK advertisers. 

These are the things that make MACHINE and TOOL 
BLUE BOOK more valuable to our readers, and in turn 
more valuable to our advertisers. Write for a copy — you'll 
like the “feel” of sewed binding. In fact, you'll like the en- 
tire book from cover to cover. 


MACHINE and TOOL BLUE BOOK « WHEATON, ILLINOIS 
PUBLISHED EVERY MONTH FOR 47 YEARS 


FIRST among business magazines with 
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be , 
Every month over 40,000 copies are sewed like a 
$4 book on Smyth Sewing Equipment 


Here is a battery of Smyth sewing machines, sewing over 40,000 copies of 
the current issue. It is necessary for each operator ta find the center of each 
section and place it astride the saddle. The section is then carried into the 
sewing machine where 8 needles sew through its center. The continuous 
thread of each needle makes for the attachment of one section to the other 
until all 13 sections of each BLUE BOOK are firmly attached, one to the 
other. Over a half-million sections per issue are handled through the Smyth 
sewing machines. The thread sewing done on these machines is the same 
as is used for hard-bound books. It insures complete opening to the back 
of the book with no breaking or loosening of individual leaves or sections 


















which Ray 


buys 2-way radios 
... for cities, 
counties, 
states? 


Ir one’s a political official one an en- 
gineer- -youcan be sure it’s the engineer 
who'll specify the two-way radios to be 
bought in 800 cities and counties with 
immediate plans for putting in new radio 
equipment. The political official may 
sign the order, but the technical man 
selects the vast variety of machines and 
equipment used in multi-billion dollar 
public works projects 

Whether you make radios or recuperators 
or anything else used by cities, counties 
and states, you've got to sell the engineer 
And PUBLIC WORKS Magazine is the 
place to sell him It's edited by engineers, 
for engineers . .. packed with more prac- 
tical information than any other maga- 
zine in the field. Your ad in PW does 
more than reach the engineers, it in- 
fluences their planning and buying. 


A maintenance 
equipment company® reports: 


“The results have been 
phenomenal.” 


*Name on request 


The Engineering Authority 
In the City, County, State Field 


308 East 45th Street, N. Y. 17 
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from Washington 





By Stanley E. Cohen 


® ON THE BASIS OF FOUR month's 
intensive study, Defense Secretary 
Charles E. Wilson has told Congress 
he expects to reduce military spend- 
ing in the next 12 months from $48 
billion contemplated by the Truman 
Administration to $43 billion 

Some of the savings will be re- 
ductions of manpower. But there 
will be fewer plants engaged in de- 
fense work and there will be a new 
defense strategy invclving funda- 
mental changes in types of equip- 
ment purchased for some of the 
armed forces. 

Mr. Wilson is trying to get more 
defense per dollar. As an indus- 
trialist he feels he should eliminate 
high cost producers by concentrat- 
ing production in fewer plants. At 
the same time, there will be inten- 
sive effort to develop dual purpose 
plants and up-to-date stand-by fa- 
cilities so that production can be 
rapidly expanded in the event of 
an emergency. 

Appointment of a new military 
high command is symbolic of the 
determination to have fresh defense 
thinking. Military aid for allied 
nations will be supported, but ow 
own arsenal is to be re-appraised 
One of the basic changes, for ex- 
ample, is in the air arm 

The new administration no longe1 
assumes that the threat of retalia- 
tion will deter Soviet aggression, so 
there is to be less money put into 
long range bombers and bases: more 
money into anti-aircrait battalions 
and guided missles for urban de- 


fense 


Actual expenditures for military 


“hardware” may remain close to 


present levels, but these shifts in 
defense thinking will be a matter 
significance to industrial 
marketers. Recently the Depart- 
ment of Commerce estimated that 


at least a third of all durable goods 


ot great 


stocks are for use 
in defense output. There inevitably 
will be a substantial amount of con- 


manufacturers’ 


tract readjustment. 


Tax Adjustments . . The adminis- 
tration’s fiscal policies are another 
of the areas in which government 
is adjusting its relationships with 
business. At the present time, the 
administration is forcing up inter- 
est rates in a calculated effort to 
discourage unnecessary spending in 
a period of what appears to be con- 
tinued inflation. 

Eventually the administration ex- 
pects to adopt a series of tax law 
adjustments which will stimulate in- 
dustrial investment and expansion. 
As an initial move in this direction, 
the Bureau of Internal Revenue an- 
nounced recently that it will permit 
businessmen to compute deprecia- 
tion of plant and equipment on any 
reasonable basis they wish . . in- 
stead of negotiating each individual 
depreciation schedule, according to 
past practice. 

Over the long 
said, there is only a negligible im- 
pact on federal revenue. On the 
other hand, flexibility in computing 
depreciation provides an incentive 


run, the Bureau 


for businessmen to replace obsolete 
plant and equipment. 


New Products Needed. . Under- 





UP 
TO 
THE 


FINISH — 
in August 


edi High on every production man’s list of mass production problems . . . 
America’s Mass ’ 

Production Prominent in the thinking of executives responsible for cost control . . . 
Metalworking 

Authority One possible answer to the question of how to get more volume produc- 


° 
tHlom .. . 


from these standpoints, and many more, mass production thought and talk 
and effort are deeply into 


FINISHING 


Nationwide, searching, authoritative coverage is being given this high- 
priority topic in the August issue of PRODUCTION Engineerng & Manage- 
ment. 


It’s the topic of the “Production Round Table”, too. 


And it talks about finishing strictly, and exclusively, from the point of view 
of true mass production — the kind of mass production that is repetitive, 
continuous, and in volume. 


No other business publication serves true MASS PRODUCTION exclusively. 


Last forms close July 1 


Sales Offices: : PODUC y ION 


Boston, Chicago, 


pac onan ENGINEERING & MANAGEMENT 
Anci 1, 

New York, 

Los Angeles 
scsecsccscsucsceseseceessesssessesseoes Bramson Publishing Co.. Box 1. Birmingham, Mich. 


June 195 s / 21 





Wt. 2. Cal, the PF 


decal merchandiser, says: 


TURN “EYES” 
INTO “BUYS” 
with PF 
DECAL VALANCES! 


ew. 
GROCERIES 


Point-of-purchase is your last chance to clinch the sale. And the space in your 
dealers’ stores is free! So cash in on the pulling power of your advertising 
program with dynamic, attention-getting PF decals! Vividly-colored store valances 
like those illustrated as well as window signs, dealer-service decals, decal 
nome-plates, product decoration decals —all stick to their jobs of turning 


impulses into sales! 


ort services, consultations and estimates without obligation 


PF DECALS... your last link between advertising and the sale! 


: oi eee ae 


Please send me your Dept. 1mM6 
FREE BOOKLET “DECAL-WAYS TO SALES!” 
with samples of PF decals. 


Name 
Firm 
Address 
City... Zone......... State 
Mg are i art hr ae ~ Gainey ‘aN 
PALM, FECHTELER & 
85 MAPLE STREET, WEEHAWKEN, 


2 / industrial Marketing 








secretary of Commerce Walter Wil- 
liams emphasizes the need to con- 
tinue to mechanize industry and to 
develop new and more durable 
products and equipment. 

To take up the “slack” that will 
appear as defense production tapers 
off, Mr. Williams believes America 
will have to increase its consump- 
tion of goods and services by a 
third; that this can be achieved only 
if production and sales costs are 
reduced. 

Unskilled and low-skilled opera- 
tions in mines, offices and even in 
government, must be eliminated 
through the use of machines and 
systems, he says. The earning pow- 
er of the displaced worker must be 
upgraded through training and ed- 
ucation. “It is difficult to see,’ Mr 
Williams states, “how the man with 
the hoe can greatly increase his out- 
put per man-hour until he has the 
skills and education which would 
enable him to run a tractor.” 


Defense Materials System . . 
With the arrival of the Defense 
Materials System after June 30, 
most of the nation’s steel, copper 
and aluminum will be sold on a 
free market. Apparently, however, 
there will be plenty of problems. 

For defense orders . . those with 
program symbols A through E 
Defense Materials System should 
provide the same iron-clad assur- 
ance of delivery that military con- 
tractors enjoy under the Controlled 
Materials Plan, now folding up 
Non-defense industries may find the 
going a bit more rugged, particu- 
larly in locating nickel steel, alumi- 
num and copper products. 

Except for nickel bearing stain- 
less, steel should be in good shape. 
The industry has already passed 
the goal of 118 million tons of ingot 
and steel castings that had been set 
for mid-1953 and it is apparent that 
the 1954 goal of 120 million ingot 
tons will be reached. 

Aluminum and copper are touch 
and go. With 260 million pounds 
of aluminum earmarked for defense 
purposes during the third quarter 
(out of a prospective total of 781 
million pounds), aluminum produc- 
ers are asking the government to 
suspend stockpile purchases for the 
remainder of the year; and some 
industry members are _ proposing 
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. and each one a reader of CHEMICAL 
AND ENGINEERING NEWS, where he 
keeps abreast of the latest news develop- 
ments in the fast-moving Chemical and 
Process Industries. 


These are the men who occupy top positions 


on your prospect lists . . . 


Presidents, vice-presidents, general man- 
agers . . . works executives, production 
managers, chief engineers .. . directors 
of research and development . . . chem- 


ists and chemical engineers. 


And C&ENews reaches more than twice as 
many of them as any other magazine serving 
these industries .. . ata time when they are 
interested in news pertaining to their business 


operations. 


To sell your products to the Chemical and 
Process Industries, sell the decision-makers — 
the men who buy and specify—in 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO e CLEVELAND e¢ SAN FRANCISCO e¢ LOS ANGELES ¢ SEATTLE « DALLAS « DENVER 
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on-the-spot 
Salesmen! 


When your product story appears in the ASME 
MECHANICAL CATALOG and Directory, each 
copy works for you as a resident sales representative. 


This salesman is on the job every working day; pre- 
sents your sales story exactly as you direct; demands 
no expense account. And as a competent technical 
expert, he functions as the perfect counterpart of 
personal selling. 


These 15,000 salesmen will sell for you in the plants 
and offices where the big bulk of specifying and buy- 
ing of products for the mechanical industries takes 
place. Each one is consulted, on an average, 30 to 50 
times during 12 months and by 3 to 5 persons who 
influence selection. 


A full page presentation of your products costs only 
$405 a year. Additional pages of catalog data can be 
presented at a descending cost which comes down to 
$162 a page beyond 4 pages. 


“ENGINEERED [Industrial Marketing,” tells all 
about the twelve months selling job which the 
ASME MECHANICAL CATALOG and Directory is 


ready to deliver. A copy will be sent on request. 


te aan Gill Closing date June 23. 


MECHANICAL CATALOG 


and Directory 


The American Society of Mechanical Engineers 
29 West 39th Street, New York 18, N. Y. 


special priority assistance for a 
“third round” of aluminum expan- 
sion. 

Substantial percentages of copper 
products have also been reserved 
for defense orders. However NPA 
says the third quarter percentages 
may prove to be unnecessarily high 
and it may eventually be possible 
to release some of this copper for 
non-defense purposes. 


Agencies Shrinking . . The de- 
fense alphabet is being reshuffled 
and condensed at a rapid rate. Of- 
fice of Defense Mobilization is swal- 
lowing up many of the functions 
formerly exercised by a score or 
more organizations engaged in plan- 
ning, allocating and _ stabilizing. 
While the control programs are 
folding up, planning in all these 
fields . . including price and wage 
control . . will continue on a “when 
and if” basis. 

Some outfits, like Defense Elec- 
tric Power Administration, feel they 
have completed their assignments 
and are going out of business en- 
tirely. Key people are going back 
to their regular jobs. For example, 
Howard I. Young, whose Defense 
Materials Procurement Agency di- 
rects expansion programs for 17 
metals and 24 non-metallic miner- 
als, has resigned to return to the 
presidency of American Zinc Lead 
and Smelting Co., St. Louis 

National Production Authority is 
a shadow of its fermer self. With 
most materials in ample supply at 
present, it is taking on a longer- 
range assignment. Instead of the 
priority system for distributing to- 
morrow’s production, NPA is talk- 
ing about “restoration of bomb 
damage.” 


Increased Postal Rates . . Post 
Office Department is moving ahead 
with its plan to increase rates. The 
plan to obtain a 35% hike in rates 
for parcels and catalogs by filing 
new schedules with the Interstate 
Commerce Commission has received 
Congressional support, and it seems 
likely that the Department's pro- 
posals will get ICC approval, prob- 
ably before the year ends 
Postmaster General Arthur Sum- 
merfield is also making it clear that 
mail users will not escape higher 


rates for other services. 





ONLY THE PETROLEUM ENGINEER HAS 


If you wish SPECIALIZED coverage .. . 


If your products or services are sold in just one division of the 
petroleum industry, buy space in one of these three specialized 
editions: Drilling and Producing Edition or Refining and Petro- 
chemical Edition or Oil and Gas Pipelining Edition. Now, in 
addition, and at no extra cost, your advertisement placed in any 
one of these Specialized Editions is also distributed to an all- 
important segment of additional subscribers by the Combined 
Edition. This edition is simply a composite of the three spe- 
cialized editions, subscribed to by all those operating men who 


preter editorial coverage of the entire industry. 


This means that a drilling-producing ad goes in two editions to 


14,010 ABC subscribers; a refining-petrochemical ad goes in 


... Of the petroleum industry for 
readers with its four separate editions 
which permit each reader to choose the 
editorial coverage he wants...whether 


Specialized or All-Industry. 


... Of petroleum markets for 
advertisers with its four separate edi- 


tions which permit each advertiser to 
choose the market coverage he needs.. 
whether Specialized or All-Industry... 


and pay only for that coverage. 


two editions to 7,458 ABC subscribers; an oil and gas pipeline 
ad goes in two editions to 6,809 ABC subscribers. You pay only 
for the coverage you want. You reach both the Specialized and 


Combined interest reader in the edition of his preference. 


If you wish ALL-INDUSTRY coverage... 


Each of PE’s three Specialized Editions... and PE’s Combined 


Edition...contains a General Section of editorial interest to 
all petroleum readers. If your product or service demands all- 
industry coverage, you buy space in this General Section. This 
means your all-industry ad goes in all four separate PE editions 
.. to 20,861 ABC subscribers at a rate but little more than for 
specialized coverage. All four editions are published monthly 


. released simultaneously ... with only one plate required. 


With its flexible four editions plan, The Petroleum Engineer 
takes your advertising past the point of other oil paper adver- 
tising by giving you added advantages of higher selectivity, 
greater visibility and break-down rates. Contact your nearest PE 
representative today for full details and see how PE can help 


you get more sales impact from every ad. 








P. O. BOX 1589 
7" 


DALLAS, TEXAS 


PASADENA, CALIFORNIA: Richard P. McKey, 465 E. Union St., RYan 1-8779, New york: Joe B. Woods, 52 Vanderbilt Ave., MUrray Hill 4-1380, 


cuicaco: E. V. Perkins, 53 W. Jackson Blvd., HArrison 7-6883, DALLAS 


Abbott Sparks, STerling 4403 


June 198 3/28 
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_ Salesmen must see to sell! 


Run your eye over this typical batch of inquiries sent to MILL & 
FACTORY advertisers—inquiries that blossomed into orders. 


Note the great variety of titles. Proof again that titles are no 
guide to buying power. Your salesmen know how true that is. 
They know that the combination of industrial executives who de- 
cide what and where to buy differs in every company—and that 
it takes many calls to find the right combination. 

MILL & FACTORY, alone among publications serving general 
industry, applies this same basic sales principle to build its circula- 
tion. Every MILL & FACTORY reader has been hand-picked by an 
industrial sales engineer thoroughly acquainted with the right 
combination in every plant in his territory. 

A nationwide staff of 1,645 industrial sales engineers assures 
that your advertising reaches the right combination in the worth- 
while plants—with a day to day check to be sure that this right 
combination is always up-to-date. 

The extraordinary strength of MILL & FACTORY’S unique cir- 
culation method is revealed by readership surveys which industrial 
marketers conduct over their own salesmen’s call lists. These sur- 
veys reveal an unusually high proportion of exclusive readers of 
MILL & FACTORY — readers of proved buying power whom your 


salesmen must see to sell. 


Snr me marae: me ae egy 


Mills Factory 


205 EAST 42nd STREET * NEW YORK 17, N.Y. 


June 1953 /27 





trends 


in industrial marketing 
point to CANADA 
and in Canada to 
CANADIAN INDUSTRIAL 
yea NEWS 














Canada’s tavorable worid 
trade balance, 

the U.S.’s favorable 
balance in trade 

with Canada, and 

above all Canada’s 
extraordinary recent 
development in 
manufacturing, power 
and natural resources, 
spell opportunity to 
American suppliers. 
Canada needs your 
equipment and 

parts as badly 

as you need her 
materials. Result 
Canada is a great reservoir 
of buying power for US. 
industry 


CANADIAN 
INDUSTRIAL 
EQUIPMENT 
naan nee 


has the largest SS eee 

of all industrial papers 

in Canada and more advertisers 
in its regular issues than any 
other Canadian industrial 
publication. Exactly the 
same principles which have 
made IEN first in the 

States have made CIEN the 
first in Canada 

Send for CCAB report 
showing complete industrial 
classifications and other data 


r 
Head Offwe: Gardenvale, Que. 
Atlanta, Ga L. O,. Coburn. 3 Villa Drive 
NUE Birmingham, Mich.: Lloyd G. Saulter, 
15858 Kirkshire Ave Boston 8; H. ¢ 
Whiteley, %0 Beacon St Chicago 4: 
G. C. Hooker & R. H. Irvine, 20 West Jackson 
Boulevard Cleveland 14: M. H. Pierce, 
3145 Superior Ave Detroit 35, Mich.: 
Ted Emerson, 18901 Rutherford Ave Grosse 
Point 30, Mich Don I Prouty 118 Handy 
Road Indianapolis 20, Ind.; M 
Graham LeVay, $909 N. Guilford Ave 
Kalamazoo $, Mich.: George N. Boyles. 42¢ 
Potter St Los Angeles 1: A. H. Haurin 
Ir 6000 Miramonte Blvd Maywood, 
tT « H. Holden, P.O. Box 15 
Minneapolis, Minn.: Jack Campbe P.O 
Box 45 New York 1: Howard Ely 
Thomas Publishing Co 461 &th Ave 
New York 11: L. Bentley, 200 W. 16th St 
Philadelphia; G. Park Singer Jr.. Upper 
Darby P.O. Box 96 Pittsburgh 22: G. H 
Scoltock Jr., G. E. Maver Jr., ¢ Mugnani 
2102 Farmers Bank Bide Western Springs, 
lil.; ¢ A. Burton, 4713 Woodland Ave 
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trends 


A review, 


by business paper editors, of industry conditions 


that may influence industrial marketing procedures. 


of transportation market 


By Wayne W. Parrish, American Aviation Publications; 
Robert J. Reed, Aviation Age: Emil G. Stanley, Transportation Supply 
News, and David R. Watson, Modern Railroads. 


Transportation; 


® EVEN WITH CUTS and stretch-outs 
resulting from defense budget re- 
ductions, 1953 will be a record year 
for aviation since World War II. 
Here’s the outlook: 

Aircraft manufacturing: Military 
aircraft and engine output will 
reach the peak of the post-Korean 
defense build-up this year. If the 
number of Air Force wings is cut 
back from 143 to 110, as now pro- 
further aircraft production 
will be largely centered on modern- 
replacing 


posed, 
those wings, i.e., 
types with newer 
filling in for normal attrition, 
the 110-wing strength is 
reached now. 


izing 
older ones and 
since 
about 


Commercial aircraft orders have 
been dropping off, but a_ steady 
trickle will keep lines 
going in major Focal 
point for future commercial market 
will be jet-powered transports, but 
1960 is earliest date for any sizeable 
jet production as airlines are re- 
luctant to jump to jet before then 


assembly 
companies. 


and manufacturers are wary about 
investment needed (about $40,000,- 
000 each) to build prototypes. 
Airlines: This will be 
record year for U.S. scheduled air- 
carried over 


another 


lines which last year 
25,000,000 passengers 
and 2,362,000 
1952 domestic 
earried 55.4% 
rail Pullman traffic, 
total 
intercity 
airlines had _ total 


domestically 
internationally. In 
scheduled airlines 
of combined air and 
and 13.76% of 
common and private carrier 
traffic. U.S. scheduled 


operating reve- 


Claude L. Van Auken, Mass 


nues of $1,038,000,000, a big increase 
over previous year. New plane de- 
liveries month are rapidly 
adding to capacity and air 
transport market continues to grow 
steadily and soundly. 


every 
seat 


Greater use of 
their own aircraft by industrial cor- 
to be healthiest 
sign in aviation field. 
Corporate aircraft now represent a 
big market with thousands of firms 
flying their own planes. WAYNE 
W. PARRISH, editor and_ publisher, 
American Aviation Publications, 


Washington, D. C. 


Local aviation: 


porations continues 
non-airline 


Speedier Public Transport. . 
The transit industry is planning on 
further stepped up activity in con- 
nection with efforts to have city 
planning officials and cities in gen- 
eral do something about traffic con- 
gestion and its destructive effect on 
downtown areas of American cities. 
Warnings have been sounded by 
transit and traffic experts from 
coast to coast that downtown busi- 
doomed if traffic 
congestion is permitted to increase 
and nothing is done in the way of 
utilizing the advantages of public 


ness areas are 


transportation to solve the ever in- 
creasing problem. 
In the meantime, more and more 
automobiles are crowding our city 
streets and riding on public trans- 
portation fallen off 
somewhat from last year’s figures. 
Realization of this trend is causing 


vehicles has 
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Good for selling... because...used for buying 
THOMAS PUBLISHING CO., 461 EIGHTH AVE., N. Y. 
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WHERE CEMENT INDUSTRY BUYERS 
GO FOR AUTHORITATIVE 


INFORMATION 


CEMENT MEN value the August Cement Issue where all sales-minded suppliers show their 
for its complete treatment and interpretation of goods and services. 
significant developments in all aspects of the BE SURE YOUR PRODUCTS are on display in 


industry. 


this issue which each year climaxes the technical 


ADVERTISERS use the August Cement Issue to service regularly offered Cement Industry read- 
assure their representation in the “Market-place”’ ers by the graduate engineer-editors of ROCK 


THE INDUSTRY'S RECOGNIZED AUTHORITY 


ROCK 


PRODUCTS 


LARGEST PRODUCER CIRCULATION IN THE HISTORY OF THE FIELD 





PRODUCTS. 


THE ONLY ALL-PAID ABC PUBLICATION 
MINERALS INDUSTRY 


Cement... Aggregates... Lime... Gypsum... 
Ready Mixed Concrete, Concrete Products 
antl.all other non-metallic materials 


Renewal Rate... 84.45%—Highest in the Field 


a 





Jor the hooming-and buying 
—CEMENT INDUSTRY! 


BIG TODAY...AND THE BACKLOG OF BUSINESS FOR TOMORROW! 


Backbone of the construction industry and currently 
with unprecedented demand for cement, the Cement 
Industry offers a high volume market for everything 
from kilns to conveyors, bags to ball mills, dynamite to 
dump trucks. 


Better still, the Cement Industry looks ahead to even 
better business from new construction of highways, 
housing developments and public works projects that 
must come! Here’s a backlog of business that multiplies 
your company’s stake in this industry—and intensifies 
the reasons for advertising in The ROCK PRODUCTS 
Cement Issue! 











CEMENT PRODUCTION 
— Up Every Year since 1946! 


Mill shipments totalled 20,813,000 barrels in March, 
1953. Here’s an industry that’s “barreling’’ along to 
new producing and buying records! 


Closing date is July 8 . . . regular rates apply for this premium 
value issue. Reserve space now—and be sure it’s adequate for the 
job you want to do in the Cement Industry. 


ROCK PRODUCTS 309 WEST JACKSON BLVD.- CHICAGO 6, ILLINOIS 


NEW YORK CLEVELAND CHICAGO SAN FRANCISCO LOS ANGELES 
st? s 


° 
A Maclean-Hunter Publication app 








C.B. 


reaches your entire 
ceramic market e 





Key men in every branch 
of these fields are 
Ceramic Bulletin readers: 


glass: 
Plants manufacturing Optical Glass. 
Container Glass. Sheet ian. Table- 
ware, Fibre Glass. 


white wares: 


Piants manufacturing Earthen Ware 
Stone Ware, Dental Porcelain, Table- 
ware, Tile. 


refractories: 


Plants manufacturing Crucibles. Fire 
Brick, Insulating Fire Brick, Special 
Bodies, Silica Brick, Basic Brick. 


structural clay 
products: 


Plants manufacturing Drain Tile. Brick 
Building Tile, Sewer Pipe. 


porcelain enamels: 


Plants manufacturing Sheet Steel 
Enamel, Cast Iron Enamel. Art Ware. 


abrasives: 
oa manufacturing Grinding Wheels, 
rit. 


material and 
equipment: 


Readers of C. B. are interested in all 
forms of ceramic materials and equip- 
ment. 


7 

design: 
Leading artists and designers of ceram- 
ic products read for a know!l- 
edge of ceramic material and manu- 
facturing methods. 


education: 


C. B. is specified as text-book mate- 
rial in universities and is recognized 
as ‘required reading’. 


cements: 


Plants manufacturing Special Purpose 
Cement, High Aluminum Cement, Port- 


the 

american 
ceramic 
society 
bulletin 


ee 





2525 north high street 
columbus 2, ohio 


many cities to give serious attention 
to the problem of saving our down- 
town aiding transit to 
speed its service and thus provide 
a faster trip downtown and at the 
same time reduce the number of 
vehicles on downtown city streets 

. CLAUDE L. VAN AUKEN, publisher, 
Mass Transportation, Chicago. 


areas by 


More Air Cargo . . The air cargo 
market in the U. S. is only seven 
years old, but it is already apparent 
that it holds tremendous new busi- 
ness potentials, not only for the 
aviation industry, but for industry 
generally. 

In spite of 
placed on both domestic and inter- 
national independent non-scheduled 
air freight operators, it has become 
apparent that the demand for their 
even excluding military 
business, is very substantial and 
will grow rapidly as costs are re- 
duced. International operators are 
already dipping into ship’s holds 
for cargo on the basis of lower total 


severe limitations 


services, 


shipping cost. 

This is an extremely healthy 
situation in view of the fact that 
shipments frequently take only one 
to two days as compared with an 
average of around fifteen days to 
Europe by boat. 

It is only a matter of time until 
the sales efforts of the air freight 
industry have enlightened manufac- 
turers and distributors to the point 
where many warehouses throughout 
the country will no longer be neces- 
sary, and material in pipe lines will 
be cut to an absolute minimum re- 
sulting in substantial economies 
When industry is geared to make 
the most of air shipment, a slow- 
down in the sale of a product at the 
retail level will be promptly re- 
flected back to the manufacturer so 
that production can be cut back and 
large surplus inventories will not 
be built up where markets have not 
met expectations. The over-all re- 
sult will be noticeable reduction in 
the cost of doing business ROBERT 
J. REED, editor, Aviation Age, New 


Ye wrk, 


Intercity Motor Freight . . The 
intercity motor freight industry and 
good 


its suppliers should have a 


vear in 1953. Intercity truck ton- 





increase 


showed an 


nage in 1952 
over the previous year’s tonnage for 
the seventh straight year, thanks 
to a fourth-quarter surge which 
increase over the 
final three months of 1951. The 
1952 tonnage brought the truck- 
loading indexes to new highs, both 
for the fourth quarter at 246, and 
for the full year at 247 (1941 base 


resulted in a 7% 


is 100). 
Continuation of the Korean War 
has unquestionably meant more 


tonnage for the over-road carriers 
serving Pacific coast ports, but a 
Korean armistice would mean no 
drastic drop in military freight this 
year. 

President W. E. Grace, of the 
Truck-Trailer Manufacturers Asso- 
ciation, recently reported that pro- 
duction of new truck-trailers in 
1953 would at least equal that of 
1952, when more than 58,000 units 
were built. New truck registrations 
for the first quarter are expected to 
go beyond 195,000 units, according 
to R. L. Polk & Co. There is a 
healthy demand for truck trailers. 
The modernization of truck termi- 
nals, and construction of new termi- 
nals, continues at a fast pace... . 
EMIL G. STANLEY, publisher, Trans- 
portation Supply News, Chicago. 


Railroad Outlook Good . . Many 
significant things have happened in 
the railroad industry since World 
War II. Since then railroads have 
more money for 

ments than the total 
pended in the same period of time 
by the United States Government 
on all atomic energy developments. 

The future of will be 
greatly affected by progressive de- 
velopments in many phases of rail- 


spent improve- 


amount ex- 


railroads 


road operation. Complete dieseliza- 
tion is being attained by more and 
more the resultant 
operating benefits from diesel op- 
erations assure the continuing pur- 


railroads and 


chase of diesel locomotives to the 
that capital is 


There are significant 


extent available to 
the railroads. 
motive power developments besides 
dieselization. The Union Pacific 
Railroad has just taken delivery of 
its eighth oil burning, gas turbine 
This locomotive packs 
4,500 h.p. in one unit and its first 
the 


locomotive. 


cost is about same per horse- 
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WHY DOES THIS 
MAGAZINE BELONG 
ON YOUR SCHEDULE? 
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Tell The 


23000 


Tool Engineers 
About Your Product 





é, 
\ CIRCULATION 22.928 (average for 6 months 
, ending December 31, 1952). 


HOME READERSHIP At their own request, 
82.0) of the readers have THE TOOL ENGI. 
NEER sent to their homes where they have 


more time for it. 


ADVERTISING VOLUME In 1952. it published 
1.837 pages of advertising. It led all other trade 


monthlies in gains, with 696 pages or O1,. 


ultool 
PC PL et 







They WANT To Know, 
They NEED To Know! 


W hy does 1 HE TOOL ENGINEER belong 
on your schedule? That's a fair question. 
The fairest answer we can give you is to 
tell you just what a tool engineer is and 
what his magazine is. 


A TOOL ENGINEER is the man who 
more than any other —specifies the many 
products and processes for all types of in- 
dustry. He’s a man with many different 
titles: process engineer. methods engineer, 
manufacturing engineer, manager of qual- 
ity control, works manager to name just a 
few. Still, he can be identified and reached. 
For tool engineers have one thing in com- 
mon: They re all members of the American 
Society of Tool Engineers. That’ means 
they all read THE TOOL ENGINEER 
magazine publication of the ASTE —be- 
cause ifs the one publication written by 
tool engineers for tools engineers. Vhey 
rely on it--every month for all kinds of 
information .. . information they WANT 
and NEED. 


THE TOOL ENGINEER inagazine as its 
name suggests is devoted to tool engineer- 
ing exclusively. Its concerned with the 
planning, engineering, and control of tool- 
ing. equipment. and production, That makes 
its circulation in the metalworking field 
unique: Tool engineers, and tool engineers 
only. comprise its almost 23,000 circulation 
(22.928.) Every reader is a bona fide 
prospect for your metalworking product or 
process. And THE TOOL ENGINEER com- 
mands top attention from its readers. 
Editorial content that’s selected and edited 
by tool engineers —with the sole objective 
of presenting valuable technical informa- 
tion that’s new just naturally clicks with 
the men whose job it is to know the latest 
in tool engineering. 










Publication of 
The American Society of Tool Engineers 
ASTE Building, 10700 Puritan Avenue 


Detroit 21, Michigan 





power as diesel electric locomotives. 

In passenger cars, full length 
dome cars hold great promise to at- 
tract passengers, particularly along 
scenic routes. New and more at- 
tractive lounge and sleeping cars 
are being steadily developed. The 
most recent, the “Siesta” car, has 
many innovations in comfort and 
privacy for the overnight rail trav- 
eler. An interesting development in 
branch-line passenger service is the 
widening acceptance of the rail die- 
sel car which is a_ self-propelled, 
stainless steel passenger car, pow- 
ered by a pancake diesel unit under 
the floor, driving electric traction 
motors. 

On freight cars, although steel re- 
quirements for defense have slowed 
down the industry’s objectives and 
needs of building an average of 10,- 
000 freight cars a month, there is 
further acceptance of roller bearings 
on freight equipment, greater ac- 
ceptance for the standardized box- 
car and increased demand for cov- 
ered hopper cars. This last-named 
car, particularly suited for hauling 
bulk materials under cover, is now 
being made available in a standard- 
ized unit car. 

A very interesting development in 
its infancy is the rail-trailer plan 
which will enable railroads to re- 
capture part of the long-haul freight 
business which had drifted to motor 
carriers. Under this plan a special- 
ly built, depressed flatcar of extra 
length would accofnmodate two of 
the largest truck trailers which 
would be hauled by rail between 
cities and then transferred to truck 
power units for delivery to final 
destination. 

The mechanization of maintenance 
of way is gaining momentum with 
tremendous labor savings.  Rail- 
radio communication is being more 
widely used than ever before and, 
with the addition of ultra high fre- 
quency circuits, promises more ex- 
tensive application delivering great 
operative savings and _ increasing 
safety . . DAVID R. WATSON, publisher, 
Modern Railroads, Chicago. 





Gordon L. Bowman .. | 
publicity manager 


yeland. He has been wit 


wy 


yy How much equipment 


or materials would you 
sell if there were no 


Civil Engineers? 


Why not get the sales you 
may be missing if you’ve 


overlooked the 35,000 


regularly! 


Proof that the Civil Engineer wants your product 
data is the fact that a recent issue of CIVIL 
ENGINEERING pulled 36,715 information requests. 


the Magazine of Engineered Construction 
Published by 
a | The American Society of Civil Engineers 


33 West 39th Street, New York 18, N. Y. 
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Push drive for 


NIAA, marketing men fight 
to save 1953 censuses 
after House scraps them 


[For background information on 
the censuses of business and indus- 
try and what they mean to you, see 


page 112.| 


Bulletin: 

Washington . . The Senate Appropriations 
Committee has voted to restore funds for 
c of busi and manufacture. 
The action was in response to protests 
from industry. It must be approved by 
the full Senate, and will face a big test 
when representatives of the House and 
Senate meet to iron out their census differ- 
ences. 





® WASHINGTON . . Industrialists and 
marketing men spent a large part 
of the past several weeks register- 
ing protests after the House passed 
the Commerce Department’s budget 
1953 


censuses of business and manufac- 


without providing funds for 
ture. 

The gathering drive to save the 
enlisted the support of 
Secretary of Sinclair 
weeks and his department’s business 
advisory council. Secretary Weeks 
Senate 
committee to reverse the action of 
the House, which turned down the 
$11,500,000 required to carry out the 
census studies 


censuses 
Commerce 


urged the appropriations 


Marketing groups and individuals 
rallied in defense of the census. 

Gene Weidereit, president of the 
National Industrial Advertisers As- 
sociation and advertising manager 
of Girdler Corp. and Tube Turns, 
Inc., Louisville, urged NIAA’s 4,000 
members to make a strong fight to 
continued. 


see that the census is 


He declared: 
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Cws 


of industrial sales and advertising 


industry census 


“We feel that the 
business and manufactures are es- 
pecially important to industrial ad- 
vertisers because they provide many 


censuses of 


smaller advertisers with statistical 
information not available elsewhere. 


“These 


important as giving 


census figures are also 


trend indica- 
research 
industrial 


of great value in 
Moreover, 
advertisers use the census figures 
as a basis for market evaluation and 
planning,” Mr. Weidereit said. 
NIAA’s 


members: 


tions 


work. small 


latest newsletter urged 

“If it is important to your work 
that a Census of Manufactures be 
compiled and issued during 1954, 
let the Senate 
your own state’s senators, and be 


know; if so, wire 
sure to wire the chairman of the 
Senate appropriations committee, 
Sen. Styles Bridges.” 

Blaine G. Wiley, NIAA executive 
secretary, and Mr. Weidereit signed 
the following Sen. 
Bridges: 


telegram to 
“Cancellation of business and 


manufactures censuses would de- 
prive American industry of one of 
its most useful guides, for which 
there has never been any substi- 
tute. Our association, representing 
hundreds _ of 
small firms in American industry, 
Senate 


tions committee to reinstate appro- 


large, medium and 
g 


strongly urges appropria- 
priations for this much needed gov- 
ernment service.” 
Other groups getting behind the 
included National 
Publications and the 


census. drive 
Business 

American Association of Advertis- 
ing Agencies. Robert Harper, exec- 
utive vice-president of NBP, said 


in a telegram to Secretary Weeks: 


“We are confident that you will, 
and we, the publisher of 147 tech- 
nical, professional, scientific, indus- 
trial, merchandising and marketing 
magazines, hereby encourage you to 
use all the influence at your com- 
mand to convince the Senate to re- 
store the President’s request for a 
census of business and manufactures 
to be taken early next year.” 

Wholesaler, retailer and 
broadcasting groups also supported 


radio 
the census drive. 


Westinghouse Air Brake buys 

R. G. LeTourneau business 

® PEORIA Westinghouse Air 
Brake Co., Pittsburgh, has _ pur- 
chased the earth-moving and re- 
lated business of R. G. LeTourneau, 
Inc., including all fixed assets and 
machinery at Peoria, Toccoa, Ga., 
interest in the Australian 
subsidiary. The purchase price was 
approximately $19,500,000. 

The new business will be operated 
as the LeTourneau-Westinghouse 
Co., a subsidiary of Westinghouse 
Air Brake. No change in personnel 
is contemplated. 

Officers of the new LeTourneau- 
Westinghouse Co. will include Merle 
R. Yontz, president; Elmer Isgren, 
executive vice-president, and John 
Schoen, vice-president and general 
sales manager. 

R. G. LeTourneau, Inc., will con- 
tinue to operate the Vicksburg, 
Miss., and Longview, Tex., plants, 
manufacturing special products for 
clearing 


and its 


the government, land 
equipment, cranes and other prod- 


ucts not related to earth-moving. 


Industrial Mobile . . Air-act 


riOms 


niy ViISIDie€ space 





PITTSBURGH 
W/E 
2S the Industrial Workshop of America 


(Welco mes NIAA 


the Workshop of Industrial Advertising 


and urges you to consider the advantages of Pittsburgh's exceptional advertising pro 


duction facilities . . . where creative talent in all the arts, skilled craftsmen in all the 
processes, the most modern equipment available, and alert competitive policies and 
excellent shipping facilities, combine to give you as fine and fast service as that offered 


by the graphic arts anywhere. 


See advertisement 
on page 


ART STUDIOS 


Gateway Studios 


BINDERS 
Pittsburgh Bindery 


ELECTROTYPERS 


Service Electrotype Co. 


EXHIBITS and DISPLAYS 


Gardner Displays 
Gardner, Robinson. Stierheim & Wies 


PHOTO ENGRAVERS 


Photo Engravers Ass'n. of Pittsburgh 


PRINTERS 


Esquire Press, Inc 








23 judges pick winners in IM 


business paper competition 
® PITTSBURGH . . Forty-four awards, 
including 15 bronze plaques, will be 
presented to editors in INDUSTRIAL 
MARKETING ’S 15th annual Business 
Publication Competition for Edito- 
rial Achievement. 

A panel of 23 judges chose the 
winners in a long session May 19 
at the Hotel William Penn. Judges 
were business publication § special- 
ists, including advertising and sales 
executives, plant engineers and su- 
perintendents, typographers and de- 
signers. 

Plague winners will receive their 
awards at the National Industrial 
Advertisers Association’s annual 
conference June 22-26 in Pittsburgh. 
Winners will be announced for the 
first time at the conference. 

Judges included G. Reed Schrein- 
er, director of advertising, U. S 
Steel Corp.; Milton Hammond, vice- 
president of sales, Standard Steel 
Spring Co.; J. A. Burgess, industrial 
advertising manager, Gulf Oil Co.; 
Arthur Woolfolk, 
and Robert Lear, advertising man- 
ager, American Radiator & Stand- 
ard Sanitary Corp.; Stuart B. Potter, 
account executive, Marsteller, Geb- 
hardt & Reed; John O'Donnell, divi- 
sion advertising manager, Alumi- 
num Co. of America; William S 
Walker, Walker & Downing: William 
Collins, director of advertising, and 
W. A. Robinson, assistant chief en- 
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plant manager, 


gineer, both of Dravo Corp.; Ralph 
Winslow, director of public rela- 
tions, Koppers Co 

Murray Armentrout, sales promo- 
tion manager, Aluminum Cooking 
Utensil Co.; Ralph Degenhart, ad- 
vertising manager, Pittsburgh stores, 
Sears, Roebuck & Co.; Emil Hofsoos, 
vice-president, Ketchum, MacLeod 
& Grove; Harry Peebles, chairman 
of the board, A. P. Hill Co.; Robert 
F. Wiltman, Wiltman & Callahan; 
M. J. Batenburg, advertising man- 
ager, Paint Div., Pittsburgh Plate 
Glass Co.: Tom K. Phares, Pitts- 








is 
® 


burgh public relations 
Westinghouse Electric Corp: ; James 
Holding, vice-president, Batten, 
Barton, Durstine & Osborn; Vinton 
H. McClure, president, W. S. Hill 
Co.: Edwin H. Stuart, Edwin H 
Stuart, Inc., typographer-designer; 
Jon Joneleit, Lind, Jondeleit & 
Parker, artist and designer, and L. 


manager, 


P. Schweinberg, designer. 
Packaging show registration 
for four years is analyzed 


® CHICAGO . 
trations of the past four annual 


. An analysis of regis- 





SHOWMANSHIP... 


on the road! 


This Westinghouse Coach brings electrical control 

equipment right to the prospect's doorstep . . . demonstrates its uses, 
highlights its design, and dramatizes its features! 

Air conditioned for comfort, the coach is a self-contained unit. 

The selling problem... presenting a complete line... is solved 

by this direct merchandising approach. Flexible 

design permits regular conference presentation as well as 

individual audience participation. If you would like to put YOUR 


show on the road . . . write, wire or phone today! 








PITTSBURGH 

477 Melwood St., Pittsburgh 13, Pa., MAyfic 

NEW YORK 

516 Fifth Ave., New York 36, N.Y, iit 6-262] 
CHICAGO 

1937 W. Hastings St., Chicago 8 TAylor 9-6600 
DETROIT 

810 Book Tower Bidg., Detroit 26, Mich, WOodward 2-3557 
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“‘there’s no delay. . . the Service Way’”’ 


S COMPLETE ° 2°WS 


Industrial Packaging & Materials 
PRINTING PLATE Handling Expositions has just been 
published by the Society of Indus- 
trial Packaging & Materials Han- 

g e e Vi C E dling Engineers. 
of the analysis, which 


Purpose analysis, 
breaks down total registrations by 
a Nickeltypes geography, business titles and types 
of industry, is to show exhibitors 
e Electrotypes and other participants in the expo- 


e Mats sition the caliber and importance of 
show visitors. 

e Plastic Plates In reporting the 1952 exposition 

in Chicago, the analysis showed 

e Vinyl Molds that 77.55% of the 7.285 registrations 

(for perfect register) were top management administra- 

tive executives, management oper- 


FAITHFUL REPRODUCTION ating and technical personnel, staff 
* service executives, and sales ex- 

DELI E N or service exec Ss. , 
VERY O TIME ecutives. These classifications ac- 
counted for 71.350 of the 1951 at- 
tendance; 67.87% in 1950, and 


72.90% in 1949. 


CO 1-J216 al = | FERROCARBO 
oe 7 CARBQ)WHEEL oes 


service electrotype Co. 


422 FIRST AVENUE «+ PITTSBURGH 19, PA 








Let Our Years of Experience 
Make Your Years of Effort 
Watch 


a Graphic Success 





MECHANICAL 
Wire-o, Plastic and Spiral 


PAMPHLET 
Saddle Wire, Side Wire and Sewed Books 


LOOSE LEAF BINDERS 


Mult-o-Ring. Swing-o-Ring. Three-Ring. 
Duo-Tang. Prong, Expanding. Post, Easel. 
Sly-don. Accordion and all types of cus- 
tom built and decorated binders. 


INDEXES 
Keyloid, Celluloid and Plastic 


SALES AIDS 


Presentation Manuals. Portfolios. Binders. 
Mountings. Visi-Kits. Transparent  En- 
velopes, Plaques, Labels, Sales Cases & 


Angle Binders. 
CALENDARS | P — . . — 
gy Industrial Marketing s 25 industrial publications 
approve audit standardization 


AUTOMATIC 
Sealing Stitching Folding Drilling 1954 MARKET DATA & ® NEW YORK . Twenty-five indus- 


P h Pert t & E 
Se ee — trial publications have agreed to 


PITTSBURGH BINDERY DIRECTORY NUMBER adopt the U. S. Census Bureau's 


standard industrial classification 
breakdown of their circulation aud- 


To be Published its. All are in the metalworking 
422 FIRST AVENUE @ PITTSBURGH 19, PA. . 


field 
EXPRESS 1-1707 @ 1-1708 @ 1-1709 JUNE 25 : 
The publications are asking both 


A division of THE PHILADELPHIA BINDERY 





EN SS: See Saey Controlled Circulation Audit and 
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Audit Bureau of Circulations to set 
up machinery to include the stand- 
ard industrial classification break- 
down in their audit reports. 

The National Industrial Adver- 
tisers Association has advocated 
such a move for several years and 
a number of national advertisers 
have urged its application to busi- 
ness publications, according to Har- 
old A. Wilt, chairman of NIAA’s 
media practices committee. 

Publications that have agreed to 
the standardization include: 

Appliance Manufacturer, Applied 
Hydraulics, Design News, Electrical 
Manufacturing, Finish, Foundry, 
Industrial Heating, Industrial Lab- 
oratories, Iron Age, Light Metal 
Age, Machine & Tool Blue Book, 
Machinery, Metal-Working, Mill & 
Factory, Modern Machine Shop, 
Precision Metal Molding, Product 
Design & Development, Products 
Finishing, Production Engineering 
& Management, Production Equip- 
ment, Screw Machine Engineer- 
ing, Steel, Steel Processing, Tooling 
& Production, Western Metals. 
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Style .. Well-known artist Norman Rock 
well the illustrator for this wire rope ad 

John A. Roebling’s Sons Co., Trenton 
urrently running in Drilling, Drilling 


Oil & Gas Jou 


Chicago marketing group 
names new officers 
Alexander T 


dept., 


Bush, 
Acme 


has been elected presi- 


@® CHICAGO .. 
manager, | statistical 


Steel Co., 


+ + + & & & + H H H HF 





l NIAA 


ANNUAL 
CONVENTION 
JUNE 22-25 


PITTSBURGH 


ARTCRAFT ENGRAVING 
422 First Avenue 


ATLAS ENGRAVING CO. 
244 Boulevard of the Allies 


GRAPHIC ENGRAVING, INC. 
Manufacturers Building 


IRON CITY PHOTO ENGRAVING CO. 
342 Boulevard of the Allies 


LIBERTY ENGRAVING CO. 
Post-Gazette Building 


PITTSBURGH PHOTO ENGRAVING CO. 
800 Penn Avenue 


ROBERT RAWSTHORNE CoO. 
8th Street and Penn Avenue 


RELIANCE ENGRAVING CO. 
300 Ferry Street 


SERVICE ENGRAVING CO. 
Telegraph Square 


SUPERIOR ENGRAVING CO. 
312 Boulevard of the Allies 


UNION ENGRAVING CO. 
1003 Penn Avenue 


PHOTO ENGRAVERS ASS’N OF PITTSBURGH 


ine 1953 /'39 





While in 
PITTSBURGH 


PITTSBURGH'S 
NEWEST 


DISPLAY 
EXHIBIT 
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Ideas plus Design of superlative 
quality are prime requisites 
in actually being . . . 


Showmasters to Industry 


Quality Construction plus reliable 
field service (nationwide) . . . 
is another vital part of being . . . 


Showmasters to Industry 


Over 16 major craft-shops to produce 
exceptional mechanical devices, sound 
effects, models and dioramas—an 100% 
integrated display operation, are yours 
at GRS&W-you will agree it’s 
a wonderfully complete service by the... 


Showmasters to Industry 


DESIGNERS and BUILDERS OF 
GOLD MEDAL 
EXHIBITS 
and DISPLAYS 





That's the way 


fo day... 


GARDNER 
ROBINSON 
STIERHEIM 
& WEIS 


5875 CENTER at Euclid 
PITTSBURGH 6, PA. 
Telephone EMerson 2-1400 plus 10 trunk lines 
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dent of Chicago chapter, American 
Marketing Association, for the com- 
ing year. Mr. Bush has been chair- 
man of the chapter’s industrial 
group since 1950. 

Other officers elected include J 
Edward Wilmotte, Workman Serv- 
ice, and Seymour Banks, Leo Bur- 
nett Co., 
Fletcher, Bureau of 
Newspaper 


vice-presidents; Jean 
Advertising, 
American Publishers 
Association, secretary, and Nicola 
Don Klein, Chicago Tribune, treas- 
urer. 

Elected as board members are 
Richard Christian, Marsteller, Geb- 
hardt & Reed; Nancy Cooley, Na- 
tional Certified Interviews; Richard 
D. Crisp, Tatham-Laird; Charles 
Dykema, Pullman-Standard; John 
Howard, University of Chicago; 
John Rigotti, Foote Cone & Belding: 
J. Stevens Stock, McCann-Erickson, 
and Frank Walsh, Armour & Co 


New York, Chicago Dotted Line 
Clubs elect 1953-'54 officers 

Jack C. Gafford, ad- 
vertising director and _ vice-presi- 
dent, Advertising Publications, Inc., 


@ NEW YORK .. 


was elected president of Dotted Line 
Club. His term begins September 1. 

Other officers elected to the As- 
sociated Business Publications group 
include A. W. Brownell, II, associate 
manager, Atlantic District Sales, 
McGraw-Hill, first vice-president; 
Charles A. Wardley, Eastern sales 
manager, Oil & Gas Journal, second 
vice-president, and Wade Fairchild, 
Women’s Wear Daily, third vice- 
president. 

In Chicago, Dotted Line Club 
elected E. S. Klappenbach, Oil & 
Gas Journal, president; C. R. Mc- 
Lain, Haire Publishing Co., first 
vice-president; Raymond T. Risley, 
Clissold Publishing Co., 
vice-president, and E. S. Mansfield, 


second 


Advertising Publications, Inc., sec- 


retary -treasurer. 


Commerce Department lists 
foreign products exhibits 

® WASHINGTON Names, locations 
and dates of foreign products ex- 
hibits in the United States are ar- 
ranged alphabetically by cities in 
World Trade Series, 370, Business 


Information Service, published by 
the U. S. Department of Commerce. 
Listed are commercial exhibits un- 
less otherwise indicated. 

Information on foreign products 
exhibitions, when available, is pub- 
lished in the Fairs and Exhibitions 
Section of “Foreign Commerce 
Weekly,” available at $3.50 a year 
in the United States and $4.50 
abroad, also published by the De- 
partment of Commerce. 
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Say It With Music . . T 


ble § 1 won the third annu 


e Advertising 


Advertiser Changes. . 


Ralph Tanner . . director 


MA 


and sales promotion, M 


MA 


has 


Ross Roy, Inc. . . Det 


Nast, lormer m« 


i vice-presi- 

sales manager of the 
yhrysler Corp., Day 
who has been with 


years 


Owen L. Jenkins and Thomas A. Fletcher 
me owners of Emil C. Buehrer 
representative 


Chicag 





@ News 


— . MA, 
as jenerai manager. avi 
“ome saies manager, 


listrict manager Ior 


Philadelphia. 


J. W. George .. has been named manager 
{ merchandising and sales promotion 
MA 


ipman Chemical emphis, Tenn 


t is a newly-created < 


G. F. DeCoursin 
manager 
‘lintonville, 
ined FWI 
the sales department early in to take your advertising 


49 and in 1950 became field sales SSS) ; art problems and give them 
ge 7. saies { Viti i / ‘ 
ie. change: of all action activins gL oycr\ the SPECIAL ATTENTION 
J z 


1eqliers ana saiesmen. 


they deserve. 
Sidney C. Coale . . assistant to the la K You are assured of original, 
tising and sales promotion manager in the Lae a. q crisp layouts, sparkling 


san Francisco office of General Electric “ : : 

illustrations and technically 
has been namea manager { adver 
ae correct art for reproduction. 


fi} 
he Mich 


ni 


and sales promotion 


1pparatus district. 


Arthur L. Boschen and H. Smith Richard- - j / i ; GAT EWAY ST U DIOS 


son, Jr. . - have been elected vice presi 
V° 











jents of Vick Chemical Co., New rk. 
« AW | 

Norman F. Sorgenfrei . . has been a} ; ae ‘| nit temibeae pa 

pointed assistant sales manager, A 

; - C GRANT 1-7408 

Dunham Co., Chicago. Part of his duties 

will be as special representative to equlf 


i 


ment shows and conventions. 


Herbert Schwartz . . has been appointed 

sales manager, American Silver Co., Flush 
Y. Mr. Schwartz formerly was as 
control engineer for Burndy Engi 

Norwalk, Conn. 

Lee Calvin Hopper . . has been appointed 

1dvertising manager for Elw 

HW 


Electric Cc ‘leveland. He 


ort sales activities. 
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American Paint Journal Co. .. has moved 
its New York office to the Lincoln Building 


60 East 42nd St. The company publishes 


Sean 


’ 
4 


‘. 

American Paint Journal, American Paint re) % 

und Wallpaper Dealer, and American W A | ™ » . . } ) ° P 

isctin,  Colas UA) Distinctive H/rinting 

% , oo . 

Michael J. Batenburg . . has been named v) P 

advertising manager, Pittsburgh 
He has be 


mpany since 1939 
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Leadership in the dictating machine field is a 
continuing challenge to us to find new ways of 
designing even better performance and value 
into Dictaphone machines. This is the reason we 
consider the time we spend in reading Product 
Engineering a sound investment. We consistently 
find it our outstanding guide to new design- 
engineering ideas and developments. 


F. W. Roberts 
Director of Engineering and Research 
Dictaphone Corporation 


THE MEN WHO DESIGN 





~ HE READS PRODUCT ENGINEERING 


You advertise here when you want the interest and attention of design- 
engineering leaders everywhere in industry 


Every month, in the advertising pages of Product Engineering, much of the best 
in business-paper advertising reaches for bigger sales in the biggest of all mar- 
kets for parts, materials, components, and finishes. 


This advertising is selling the products of over 800 successful companies . . to 
men who have more influence in their purchase than any other business-maga- 
zine audience. For Product Engineering’s subscribers are the leaders in new 
machinery, equipment, and appliance design, and their buying voice is basic 
wherever original equipment is being bought. 


Over 22,000 product-design engineers are now paid subscribers to Product 
Engineering. They read this magazine with an intentness they reserve exclusive- 
ly for the only design publication they value enough, and want enough, to pay 
to read. 


Product Engineering’s combination of editorial and paid-circulation leader- 
ship pays off for advertisers like you. The advertising values this combination 
generates draw to Product Engineering a far larger advertising investment, in 
both pages and dollars, than is entrusted to any other design publication. And 
the part of that investment which is being, or will be, made to sell your products 
is your soundest sales insurance in the $26-billion Original Equipment Market. 


A McGraw-Hill Publication 
McGraw-Hill Building, New York 36 
DISTRICT OFFICES: Atlanta 3 * Boston 16 © Chicago 11 
Cincinnati 8 * Cleveland 15 * Dallas 1 * Detroit 26 

Los Angeles 17 * New York 36 * Philadelphia 3 

Pittsburgh 22 * San Francisco 4 
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AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
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In Business and Industry 


You Ship 
TWO Products 
Every Time 


When your product is 
crated and off to the customer, 
you have delivered only 


half of what he bought. 


Every buyer expects 

the “know-how” along with the 
actual item. He needs 

to know a lot about its 
maintenance, installation, 

use, and dollar efficiency. 


How do you deliver 
this second product? 


The two usual methods are 
personal call and product 
literature. Another effective ap- 
proach is a constant stream 

of “how-to” articles 
contributed to the business, 
industrial, and technical press. 


The first two can 

get pretty expensive. 

The last—technical publicity— 
can do the job thriftily, 

on thousands of buyers at once. 


But working with editors, 

on their terms, to get top results 
is quite a specialty. 

For six years that has beer 

our only job—shipping 
technical information 

for twenty-one clients. 


Insure Both 


The way to insure the 
understanding that must ship 
with the thing 

is to set up a team of 
engineer-writers, and steer 

it with sales thinking. 

We'd like to show 


you how our teams work. 


Harry W. Smith 
Incorporated 


Technical Publicity and Cditerial Relations 


NEW YORK 

507 Fifth Avenue 
CHICAGO 

Palmolive Bldg. (Rm. 1716) 
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Agency Changes .. 
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Second only 
to Television 


The liquefied petroleum gas in- 
dustry is second only to televi- 
sion in its phenomenal growth. 
It has increased fuel sales an 
average of 36% a year... 
and boosted its customers from 
2 million to nearly 9 million .. . 
since 1945. And the potential 
market yet to be sold is esti- 
mated at nearly 10 million 
more domestic installations. 




















We have subscribers in 4,913 bulk plants in the United 
States and Canada—and they are the volume buyers of 
equipment and appliances in the liquefied petroleum gas 
industry. They buy everything needed in the installation 
and use of L.P. gas—and they buy in quantity. 


Bulk plant operators are the pivot men of the LPG in- 
dustry in their areas. They have heavy capital investment 
in plant and equipment, geared to large-volume sales. 
They promote multiple uses of L.P. gas and push the 
sale of appliances and equipment. They alone have the 
facilities to supply the large industrial plants, motor fleets, 
and agricultural users. 


Bulk plant operators are the source of supply for the 
local bottled gas dealers, providing them with fuel in 
cylinders, with equipment for installations, and with a 
good percentage of domestic appliances the dealers sell. 











A Jenkins Publication 










You'll sell more 


by selling the Bulk Plant Operators 
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BUTANE-PROPANE News, with circulation of over 
12,000 every month, is the only publication that gives 
100% coverage of these vitally important bulk plants. 
Compare these figures: 

Bulk plants in the United States and Canada. . 4,913 


B-P News’ subscriptions in bulk plants....... 6,387 
2nd Publication’s subscription in bulk plants. . 4,065 


Many bulk plants have more than one subscription, so 
it is apparent that your advertising in BUTANE-PRO- 
PANE News reaches at least 1,000 more bulk plants 
than you can reach in any other medium. 

That’s one big reason why B-P News has carried more 
advertising than the second publication every year for 
13 years. 


@ Write for complete market and circulation facts. 


Butane-Propane News 


Pioneer Publication of the L.P. Gas Industry 


198 S. Alvarado St. 









JOPLIN BUTANE GAS CO., JOPLIN, MISSOURI 













Los Angeles 4, Calif. 
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“Change this!v. ws... 


and 


your 
OEM 


sales curve 


moves 


Out in Wichita an engineer drew his pencil through a word 
: on the specification. 
wp ee His attitude toward an old familiar material had been 
dite changed! He wrote in a different material that promised the 

improvement he was seeking. 
Soon the change was snowballing through a whole indus- 
try. A market gained for one material was a market 
lost to another. 
Throughout MACHINE DESIGN’s potent audience, ideas 
and attitudes are being changed more swiftly than ever 
before. /t’s more than a market—it’s a state of mind! 
Whether it’s for you, or against you, determines your sales 
future with original equipment manufacturers. 
You'll find this MACHINE DESIGN audience wherever 
the design function exists. It feeds on facts! That’s why you 
use the pages of MACHINE DESIGN—to supply facts 
that will develop a state of mind favorable to your product. 
What the MACHINE DESIGN audience thinks—vitally 
affects your competitive position—now—next year—and 
the year after. 


Machine Design 
The Penton Publishing Company, Cleveland 13, Ohio 


Wherever products are being engineered... 
you'll find key men reading 














In Materials & Methods 


...more editorial pages on 
materials, shapes and finishes 


... more advertising, too 


ws ++ for the biggest audience 
of materials engineering men. 
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1200 industrial admen will 


3lst national meeting opens in Pittsburgh 


® INDUSTRIAL ADMEN from 
parts of the nation will gather in 
Pittsburgh June 22 for the opening 
of the 31st annual conference of the 


National Industrial Advertisers As- 


many 


sociation. 

The four-day conference will fea- 
ture speeches and panel discussions 
on direct mail, business publication 


Lasser Wilt 


space buying, advertiser-agency re- 
lations, advertising from the distrib- 
utor’s viewpoint, results of research 
on advertising effectiveness and 
trends and prospects of industrial 
advertising. 

Among the speakers will be Tom- 
linson Fort, vice-president, Appara- 

tus Divisien, 
Wesiinghouse 
Electric Co.; J. 
K. Lasser, busi- 
ness_ publication 
and tax special- 
ist; and Colonel 
John H. F. Has- 
kell, vice-presi- 
Haskell dent of the New 
York Stock Exchange. 

David K. Austin, executive vice- 
president, U. S. Steel Corp., will be 
a featured speaker at the confer- 
ence. 

NIAA executive secretary, Blaine 
G. Wiley, said that an attendance 
of 1000 to 1200 admen are expected 
There are 700 
The Program: 


at the conference. 


registrations so far. 


Monday, June 22 

All Day Registration, 17th floor, 
Hotel William Penn. 

All Day Directors meeting. 

Evening get-together dinner 
dance, Ballroom 17th floor. 


Tuesday, June 23 
8:30 a.m. 
foyer. 
10:00 a.m. Opening Session, Pitts- 
burgh Room, lower lobby level. 
10:15 am. Colonel John H. G. 
Haskell, vice-president, New York 
Stock Exchange. 
11:00 a.m. 
nounced) 
12:15 p.m. Luncheon, Ballroom 
17th floor. Welcome, David L. Law- 
rence, Mayor of Pittsburgh. Invo- 
cation. 
1:15 p.m. 
nounced) 
2:30 p.m. 
ing, Pittsburgh Room, lower lobby 
level. NIAA President Gene Wed- 


ere.t, presiding. 


Registration, 17th floor 


(Speaker to be an- 


(Speaker to be an- 


Annual business meet- 


Publishers reception, 


Urban Room, 17th 


3:30 p.m. 
Ballroom and 


floor. 





Have you got comph? 


Your company’s product line needs mer- 
chandising oomph. Does it have it? Are 
you content simply to prepare good ad- 
vertising? Or are you creating big news- 
worthy ideas and dramatizing your prod 
uct, your company and its sales program 

. to your customers and to the salesmen 
and distributors who must close every 
sale? Industrial advertisers need to im- 
prove their merchandising. How some 
companies are going about it is described 
in various articles in this issue. See pages 
50, 54, 100, 108 and 144. 
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Wednesday, June 24 

8:00 a.m. Early bird’s showing of 
outstanding industrial motion pic- 
tures, Allegheny Room. 

9:30 am. J. K. 


business paper specialist, “The Care 


Lasser, tax and 
and Feeding of Management in 
1953,”” Ballroom. 

10:00 a.m. Tomlinson Fort, vice- 
president, Apparatus Division, 
Westinghouse Electric Co., “What 
Management Expects from Adver- 
tising.” 

10:30 a.m. Report of NIAA effec- 
tiveness committee, Doug William- 
son, advertising manager, American 
Hard Rubber Co. 

11:15 am. Industrial Advertising 
Research Institute presentation 

George O. Hays, president, Penton 
Publishing Co., Cleveland, will open 
the meeting. Bennett S. Chapple, 
Chairman, Board of Trade, will pre- 
side. Lawrence J. Tidrick manag- 
ing director of the institute, will 
speak. Report on study of adver- 
tising inquiry handling by James E. 
Jump & Associates and a report on 
a study of advertising budgets by 
Walter J. Semlow, president, Bar- 
rington Associates 

12:15 p.m. Chapter leaders lunch- 
eon, Urban Room 

Afternoon Tours of 
and Pittsburgh industry. 


Pittsburgh 


Thursday, June 25 
8:00 a.m. 
movies, Allegheny Room. 


Early bird’s industrial 


10:15 a.m. “Business Paper Space 
Buying,” Ballroom. Presiding: 
David F. Austin, executive vice- 
president, U.S. Steel Corp.; Harold 
Wilt, industrial media director, J 
Walter Thompson Co., and chair- 
man, NIAA media practices com- 
mittee; Kenneth J. Bayer, account 
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4. Legs and Things 


Merchandising Plus... ! 


GE dramatizes a sales program 
for 4,000 distributor salesmen 


® GENERAL ELECTRIC Apparatus Sales 
Div., whose sales promotion feats 
periodically manage to make head- 
lines in the advertising and business 
press, has done it again 

It wasn’t more than two years 
ago that GE’s tremendous new ten- 
car diesel streamliner, the “More 
Power to America Special,” was 
completing a 28,000-mile tour to im- 
press apparatus buyers with GE and 
its products (IM, Dec., 51). 

This year the 
launched two separate troupes of 


division has 


professional entertainers, product 
engineers, sales promotion special- 
ists and management executives in 
opposite directions from GE head- 
quarters at Schenectady, N. Y. The 
objective: to tell the story of GE 
products, product benefits and mar- 
kets to 4,000 distributor 
and their bosses 


The troupes pulled out all the 


salesmen 


stops on showmanship, using truck- 


loads of apparatus equipment, back- 
drops, props, portable lighting 
equipment, sound effects, and crews 
of professional stagehands to keep 
At each 


city local showgirls were hired to 


things running smoothly. 


round out the program. 

The result was “The Time of Your 
Life,” a show that kept audience re- 
actions varying between studious- 
ness and hilarity. Technical dem- 
onstrations by GE lecturers alter- 
nated with skits and hi-jinks staged 
by professional actors and show- 
girls. Skits were designed to give 
continuity to the over-all program 
and to keep distributors relaxed and 
retentive 

At the end of six weeks, the two 
troupes had covered 30,000 miles 
and had staged 33 two-day confer- 
ences in Dallas, Los Angeles, San 
Francisco, Seattle, Denver, Hershey 
(Pa.), Cincinnati, Atlanta, Chicago, 
Detroit, New York and Boston 
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CHECK FOR INFORMATION ABOUT 
THESE JOB-TESTED HEWITT-ROBINS 
HOSES FOR YOUR OPERATION, OR CALL 
YOUR HEWITT RUBBER DISTRIBUTOR 


(See “Rubber Products” 
Classified phone book) 

HOSE: 

[] osaD 

[] TANK CAR 

] BARGE LOADING 

(] TANK TRUCK 

[] GAS CURB PUMP 

(] WATER 

[] AIR TOWER 

([] FUEL OIL & DISTILLATE 

C) LP GAS 

[] FIRE HOSE 

[) SERVALL” 

(] PACKAGE BELTING 


[] MOLDED RUBBER 
PRODUCTS 


Hewitt-Robins Incorporated 
666 Glenbrook Road 
Stamford, Connecticut 





TITLE & COMPANY 





STREET ADDRESS 





PO ZONE STATE 





Better Screen Cloth Delivery 


ENGINEERING DATA 
rrPSs OF weave 


Increased Production 
Capacity Asswres 
Foster Delivery For All 
Types Of Hewitt-Robins 
Sereen Cloth 








Checklists in ads pull inquiries . . 


How Hewitt-Robins advertises 


hose and conveyor equipment 


® THE BUSINESS PUBLICATION ads of 
Hewitt-Robins, Inc., New York 
manufacturer of conveyor equip- 


and industrial rubbe 


ment prod- 


ucts, are good ones . . as you can see 


in the ad above .. but there are 


various fine touches and supporting 
activities behind the ads that help 
them get the most for the money. 
Some of these activities are illus- 
trated here? The advertising man- 
ager is C. L. Frost, who was pro- 





GASOLINE 
PUMP HOSE | 











Bulletin @ No. 0-101 


SERVALL 


AtL-Seavice HOSE 


ottes one 














Easy mail help... 








ACTIVE CUSTOMER FORM (see reverse side for instructions) 


1 FIRM NAME 
STREET ADDRESS 
city 
COUNTY 
Buying 1s done at the address given above 
Buying is done ot STREET 


city 
Names of principals whe should receive promotional materia! (be certo TITLE is correct) 


INITIALS NAME 


Check identity of customer (see definitions on back of this form) Write in kind of business 
IDENTITY 

([] CONTRACT JOBBER 

(1) NON-CONTRACT JOBBER 

(1) O.E.M. ACCOUNT 

() CONSUMER 


KIND OF BUSINESS 
Mill Supply Howe, AED. ot 
Mill Supply Howe, ALD! ot 

Pump Mig, Welding Equip. Mig. ot) 

Stone Quarry, Cool Mine. Foundry, ot 


Check product customer Buys 5 
including those we do not suppty 


Check as many specific product 01 powbie 
le © which you snow customer does buy oF can buy 
() Ber 
{_] HOSE aie 
{_] MOLDED GOODS. Rubberiokt® Brushes 
{] PACKING. 

{-] CONVEYORS. tne 

}] SCREENS. Vibrer® 

] SHAKEOUTS Cor 

] REPLACEMENT PARTS dion. 


Transmes on Conveyor } Elevator 
Steom } O# Fie 


Diaphrogms, Goskers, ot 


Water 


Sechonat Bucket Elevators 
Gyrex® 


SSC Unir® 


Vibro Veyor 
Bipre® Dewatering 
Speco! 


Pulleys. Bearings, etc 


Foundry 
Screen Cloth 
Check District Office To Which You Report 


PHILADELPHIA 
CHICAGO 


PITTSBURGH 
CLEVELAND 


BOSTON CHARLESTON 


SAN FRANCISCO HOUSTON 


Field Engineers Signature Soles Number 








INSTRUCTIONS 


Use @ seporate form for each active account and please print or write legibly 


if the same company has other plants, branches or buying offices located in your territory, use a 
separate form for each if there are principals located at those points who should receive promotional 
material 


Please make an effort to give proper initials, correct titles and correct spelling when listing principals 
who should receive promotional moterial 


DEFINITIONS 


ACTIVE ACCOUNT any customer who is listed on our IBM sheets (the monthly sales 


report by salesman, customer and department 
CONTRACT JOBBER any buyer who resells our products under an exclusive arrangement 
Exclude all Exclusive Territorial Agents 


NON-CONTRACT JOBBER any buyer who resells our products without an eaclusive arrangement 


O.E.M. ACCOUNT any buyer who uses our products as part of the original equipment 
he produces. 

CONSUMER any buyer who uses our products in his own production or servicing 
operation. (Exclude jobber's customers) Give only those account 
we sell direct. 


USE THE SPACE BELOW FOR ANY ADDITIONAL INFORMATION YOU THINK IMPORTANT FOR SALES PROMOTIONAL PURPOSES: 








How the salesmen get prospect names. . 


alona with pertinent informat 


mong win I 8 n I I 


moted into the job a year ago in Drilling, 
time to reorganize the department 
and get the program under way. 

The schedule, reaching 13 indus- 
trial markets, include 


Chemical Engineering, Coal Age, Modern 


Engineering & 
Journal, Engineering News-Record, 
Factory, Fire Engineering, Foundry, 
Industrial Distribution, Mining Con- 
gress Journal, Mining Engineering, 
Industry, National Petro- 


1 f I 


leum News, Oil & Gas Journal, Pa- 
Mill News, Petroleum 
ment, Pit & Quarry, Power, 


Mining 
per Equip- 
Skill- 
ings, Utilization and Welding Engi- 
neer, plus Business Week, Fortune 


and Time 





F — . Molded ’ f 1 Fue 
= Beit | Hose | | Goods (_) Packing Conveyors Screens Shakeouts 


Principals Name: 
Firm Name: 
Street 

City: 


State: County 





] ACTIVE {_] INACTIVE [| INDIRECT 
District Office 


Kind of Business: 





Hose 


Sales No.: 


] woe 


"MILLION 


SALES COMTACTS tn 
PRiny EVERY MONTH 


SOl SNIBOB-LLIMaH 


aaqay ¢ 














] PROSPECT 


HEWITT ROBINS 
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How the ad staff keeps track . 


these, of different 


Ricans — Meedruarbes 
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Electrical contractors launch 


$500,000 campaign for new business 


How to expand a market through industrial merchandising 


Werchandising hit 


CHAT GIVER TOU THE OFTARS OF Tet 


National \dvertising 
and Promotion Provram 


SMO SHOWS HOW TOU CaN 1AmF AOv ANT AGE 


OF THE SATIONAL PROGOAM wiTe 


Local Tie-in Promotion 


10 S6: YOUR SEPWICES mw 69 








Merchandising . . 


® conscious of the fact that the 
defense construction boom will in- 
evitably taper off, organized elec- 
trical contractors have recently em- 
barked on a “business development 
program” in an effort to smooth out 
their industry’s traditional “feast 
and famine” cycle 

The decision to develop new 
sources of business represents a 
fundamental change in business 
methods by the electrical contrac- 
tors, who heretofore have been con- 
tent to sit by and rely on invitations 
to bid on jobs. 


With the consumption of elec- 
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tricity due to double in a decade, 
the business development committee 
of the National Electrical Contrac- 
tors Association concluded that bil- 
lions of dollars of business would 
be available if contractors embarked 
on an intelligent sales program 

The industrial and commercial 
builder remains a keystone of the 
industry's business, of course. But 
in addition, the association visual- 
izes a huge opportunity for con- 
tractors to modernize the wiring 
systems in homes and older build- 
ings 

The industry’s program, worked 


out in consultation with Fuller, 
Smith & Ross, New York, involves 
a $500,000 advertising and_ public 
relations effort by the association, 
plus supporting activity by the 
association’s 105 local chapters 
and 3,200 


members 


individual contractor- 

One of the avowed objectives of 
the association’s activities is to curb 
building the 
prestige of the electrical contractors. 


“bid shopping” by 


With that aim in mind, the asso- 
ciation’s effort hinges on a _ seal 
identifying association members as 
“Qualified 


electrical contractors.” 





Using such slogans as, “A world of 
skill in one symbol,” the association 
ads emphasize the reliability and 
experience of contractors who use 
the NECA seal. 

NECA aims its promotion at five 
major “markets”: 
1. The customers of the general 
contractors, architects and engi- 
neers, who are to be reminded of 
the importance of having a qualified 
electrical contractor on their job 
2. National 
contractors, who are being told that 


constructo}! type ol 


the use of qualified electrical con- 


Advertising . . 


tractors will help them sell thei: 
services 

3. Industrial and commercial mod- 
ernization prospects. This _ big 
group, with an estimated $5,000,- 
000,000 of business, is invited to 
rely on qualified electrical contrac- 
tors for engineering assistance 

4. Home owners and general pub- 
lic. Stress here is on the need fo 
adequate wiring to accommodate 
heavy electrical loads required for 
modern household appliances. 

5. Utility companies, federal, state 
and municipal agencies, where con- 
tractors are used for line work, 


street lighting, power plant and 
similar projects. 

Beginning in March, the associa- 
tion has been using Fortune, Busi- 
ness Week, Wall Street Journal and 
its own publication, Qualified Con- 


tractor, with large space institu- 


tional ads building the NECA seal, 


and the prestige of qualified elec- 
trical contractors. The eight inser- 
tions currently scheduled for For- 
tune are all four-color ads, and foun 


of the ads are double page spreads 


Cooperative .. The campaign is 





financed by contributions from the 
local chapters. At the beginning 
about 85°, of the association’s chap- 
ters agreed to contribute an amount 
equal to about 15°; of their national 
dues, so that the business develop- 
ment program might get underway 

In addition, many of the chapters 
are reprinting NECA ads in local 
newspapers and_ individual con- 
tractors are using small-space drop- 
ins and other materials provided in 
the comprehensive promotion kit 
NECA has supplied each 
chapter and member. 


which 


Since many of the contractors 


came up through the ranks of 
skilled craftsman, and have little 
experience in business management 
methods, NECA had already em- 
barked on an educational program, 
to provide its members they con- 
stitute about a third of the industry 
and employ about half of the labor 
in the field .. with information 
about modern estimating and ac- 
counting methods 

The kit which has been worked 
up in support of the business de- 
velopment program explains adver- 
tising and public relations proce- 
Con- 


tractors are advised that small space 


dures in elementary terms 


ads should appear “with reasonable 
frequency.” 

“What is reasonable? The at- 
tached mats, being small in size 
and cheap to run, should appear at 
least twice a week and more than 
that if possible.” Telephone direc- 
tory “yellow pages” are highly rec- 
ommended, particularly with special 
listings carrying the NECA seal 
About 15 spots a week are described 
as “your best bet” for radio. For 
contractors who go into TV, the kit 
NECA seal will 
Display this 


suggests “Your 
get fast recognition 
seal and your name on the screen 
for the full length of your commer- 
cial (assuming it is a 20-second 


spot).” 


Be Available . . The kit also in- 
cludes sample direct mail material, 
speeches and outdoor and car card 
panels. A special folder on public 
relations reminds members: ‘Public 
relations is the art of being a good 
neighbor.” The booklet tells mem- 
bers how to get publicity. It also 
points out that unfavorable things 
happen. “If and when 
the booklet 


inevitably 
such a situation arises,” 
says, “the first rule is: be available 
Second 


and as fully as possible.” 


answer questions honestly 


Members are urged to take ad- 
vantage of the good will developed 
by NECA’s national ads by identify- 
NECA 


symbol to the greatest possible ex- 


ing themselves with the 


tent Seals and mats, job stickers 
job-site signs, decals and signs and 
novelties of various kinds are all 
offered to members, all carrying the 
NECA seal 

As part of the campaign, the 


association 1S urging its members 
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to measure up to the performance 
standards promised in the national 
ads. A special effort is being made 
which have 
the 
business de- 
“the 


elimination of these evils may mean 


to deal with “evils” 
plagued the industry in 
“In the 


velopment committee 


past 
some cases,” 


said, 


some fundamental shifts in our atti- 
tudes and practices.” 
Among. the 


committee’s report are: 


listed in the 


labor-only 


“evils” 


contracts; materials and equipment 


furnished by others; below cost bid- 


bid 


recognition of unqualified contract- 


ding; shopping and peddling; 


ors by our customers: chiseling 


used by electrical con- 


their purchasing 


methods 
tractors in from 
our suppliers; poor and inadequate 
plans and specifications prepared by 


architects and engineers 


Related Industries Push . . Part 
of the business promotion program 
involves efforts 
other branches of the industry. This 
the 


cooperative with 


is particularly true in home 


building and modernization fields, 
where and 
electrical equipment manufacturers 
are already cooperating in an “ade- 
quate wiring” promotion. 
Estimating that about $2 billion 


of business may be obtained by re- 


utilities, wholesalers 


wiring older homes to meet modern 
electrical demand, the association is 
urging its chapters to form working 
committees with other electrical in- 
dustry segments to promote proper 
wiring of new homes, and rewiring 


of older structures. 





The Battle Creek 
Model 43 bandies 
« wide variety of 
predects and 


sizes 








Can Animals Sell Equipment. . | 


Hippos, anteaters 
to industrial advertising 


® WHAT DO YOU DO when similarity 
creeps into the ads of your com- 
pany and its competitors? 

Be different, be novel and be 
Battle Creek Bread Wrap- 
ping Machine Co., Battle Creek, 
Mich., has been all these things and 
believes that it has achieved a nov- 
elty that is inseparable from sales 


careful. 


points and selling. 

The company’s current campaign 
in business publications features a 
illustrations to 
dramatize The 
animals have attention and memory 
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series of animal 


product features. 


oe 


A 
‘slick’ 
performer 
on a 
wide range 
of sizes 


tor a 
SPECIFIC APPLICATION 


The BATTLE CREEK Model 7201) 


Tone 


value but the was care- 


ful to make each animal drive home 


company 


a selling-point. 

The animals range from a hippo 
who suggests the capacity and ver- 
satility of Battle Creek machines, 
to an gets the 
idea of machines made for special 


anteater who over 


applications. 

Ralph Colorado, copywriter of the 
Jaqua Co., the agency handling the 
account, explained the campaign 
this way: 

“There is a great similarity be- 
most ads for ma- 


tween wrapping 


a PACH AGING 
CATTLE CREME BRTAD WHAPPING MACHINE CO Berrie Covet Michigon 


i ~~ MZ owe~ a cancine 


earner CHete aeeke wearries macwiny Compaen 








chines in the trade publications, to 
such an that in 
it would seem possible to change 


extent most cases 
the manufacturer’s signature at the 
bottom without serious trouble. 
“It was our purpose, therefore, to 
provide not only an attention-get- 
ting element, but also to make the 
Battle Creek ads entirely different 
show the 
the 
the 


the 


from all others which 


stereotyped arrangement of 


wrapping machine illustration, 
cuts of several packages and 
body of copy.” 

Animals in industrial ads can go 
astray, but the 
that its menagerie was handled in 
that touch of 
showmanship (“everybody loves a 
forcefully 


company believes 


a way combines a 


cireus!”) logically and 


with specific sales points. 





3 Basic Sales Values 


Recognized and bought by advertisers 
to the tune of 68% more 


advertising pages in M. E. in 1952 


Greatest 
Net Paid Circulation 





Marine Engineering offers advertisers the greatest net paid audited 
circulation in its field . . . coverage that increased 16% between July 
1952 and February 1953 and has grown sharply since then. 

Your advertisements in Marine Engineering reach (1) shore personnel 
of every operator of vessels of 100 tons or more; (2) every active 

and reactivated shipyard; (3) every naval shipyard; (4) every 
important naval architect. 


Editorial Authority 
and Recognition 





Marine Engineering assures for advertisers the benefit of unsurpassed 
editorial authority and recognition, based on the ship design, 
engineering and operating breadth of its editorial content, and on 

the engineering training and practical marine experience 

of its editorial staff. The May “Mariner” is an outstanding example 

of its editorial leadership. Coming features, August, “Little 
Supertanker,” P. C. Spencer; September, tanker Delaware Sun. 


First in Reader Preference 





Marine Engineering opens the door for your advertisement with 
unsurpassed reader interest, as expressed in the largest percentage of 
subscription renewals in its field . . . and by the voting of marine 

men in readership preference studies, which time and again 

give Marine Engineering No. | position for editorial value. That is why 
advertisers vote it first choice for selling today’s record 

peacetime marine market. 


©: A SIMMONS-BOARDMAN PUBLICATION 


30 Church Street, New York 7, N. Y. 


Washington, D. C Dallas Los Angeles San Francisco Portland, Ore 
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Why not? After all, the Chemical Py yadustries have quintupled value 
of output since 1940 — stepped up « spending twenty times over for new 
plants and equipment. But you o Set and just wait for the orders to 
come rolling in your front door. ™ 


“Tt sounds crazy,” you say. “What about s costs? They’re skyrocketing. 
What about my competition? Those guys are giving us a real run for our 


money. What about...” 


Okay. So what you really want to know is how to sell this multi-billionaire of 
a market better, faster, cheaper, than you ever sold it before in your life. 


Can you? Yes, you can! 


Where do you start? Look around! What developments are 

the Chemical Process Industries? What problems are the chen 
biggest headaches? Corrosion, for instance. Pollution control, T% 
Developments like petrochemicals. Red hot! 


How can you be sure? Watch what the editors of CHemicaL ENGINEERING are 
up to. Your market opportunities are midwifed right in their pages. Pollution 
control? The first all-out attack on this arch enemy dates back twenty years. 
Printed a baby library on it since. Petrochemicals? CE’s editorial team was 
working on it as far back as °22, This is their job the way they see it. 


And the way they see it, this is applied chemical engineering .. . a publishing 
service no one else is delivering to this demanding market. It’s the kind of full- 
powered editorial performance needed for high readership, low cost advertis- 
ing that helps you sell more to industry’s fastest-moving market. 


* CHEMICAL PROCESS 


INDUSTRIES 





urkot are You doing about 
fotomap ta? 


POLLUTION CONTROL means life and death 
economics . . . threats of water shortage and chok- 
ing off expansion in the CPI’s biggest growth era. 
And it’s opening wide a whopping $18 billion 
market these next 10 years for your equipment, 
materials and engineering services, 


years! 


CORROSION — An insidious waste that eats up 
better than $8 billion in industry each year. The 
process field’s very nature — corrosive fumes and 
liquids, the chemicals handled — makes it first 
choice fer makers of protective coatings, materials 
of construction and equipment that stand up 
under stiff operating conditions. 





PETROCHEMICALS! Here’s the glamour baby 
of the market, Not a new industry ... not a dif- 
ferent industry .. . but one building. so fast it’s a 
problem to keep up with new plants and latest 
developments. How fast is best evidenced by the 
petroleum field’s capital spending program . . . tops 
in the CPI since 1947. This year . . . $2.9 billion. 


YOULL HIT ALL THREE .... and a lot more 
with this publication. For what’s uppermost in the 
chemical engineer’s mind is foremost in CE, And 
what’s more logical than a tie-in of your product 
when the prospect is looking for a solution to his 
problems in... 


more engineering-™ production men read it... 


more advert invest more pages init... 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 








BRIXMENT 
MORTAR 


Helps Prevent Efflorescence 
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lower-cost tunnel operation § 
eine W on the levee with 33-ton loads 
GADS OF saete 34 Seen tree Saas on ~this job calls for Super Traction! 


Engineered Electrical Systems for Meevy Construction 








GENERAL @@ ELECTRIC 
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Unfaked photos, true facts, 


no tricks make best-read ads 


By Craig F. Mitchell Certain tricks can boost your 
Promotion Manager Starch readership score for an 
J industrial ad. But don’t use 

them unless they “belong.” 


® JOHN DEWOLF presents a_ pro- 
vocative theory, one I haven't seen 
brought out before in all the many 
words written about Starch scores 
and their value. As soon as I read 
his communique (IM, April, p. 53), 
I pulled out our files of top-scoring 
and bottom-scoring ads according to 
Starch and did some quick check- 
ing 

Sure enough, of the 32 one-page 
ads that have scored highest in 
studies of Engineering News-Rec- 
ord by Daniel Starch & Staff, 16 
used photos with definite strong fo- 
cal points. Some 15 of the 32 use 
photos of bridges or steelwork. 
Twelve show other good construc- 
tion scenes. In contrast, of the 36 
lowest-scoring ads in the same is- 
sues, only five used photos with 
strong focal points, only nine 
showed construction scenes. 

I then checked for “distractions” 
that could pull interest away from 
the main illustration. Here again 
the DeWolf Theorem seems to be 
correct. Of the high-scoring ads, 
only seven used a dominant block 
of reverse type on black or color; 
16 of the low-scoring ads used this 
treatment. Three high-scoring ads 
used dominant art illustrations; 15 
low-scoring ads did. 

I found only one point where 
there seems to be some disagree- 
ment: the number of pictures it’s 
best to use. Fifteen of the high 32 
ads use more than one photo to tell 
the story and in several cases, the 
main illustration is not dominant 

either all photos are about the 
same size, or the total area of the 
smaller photos is equal to or great- 
er than that of the major illustra- 
tion. 

It would seem, then, according to 
the De Woif Theorem, that the way 
to get a high “noted” score in Engi- 
neering News-Record is to use a 
good photo of a bridge or steelwork, 
with a strong focal point, and don't 
mess it up with arty tricks. 

But right here is where I begin to 
say “But”. 

Every month an issue of Engi- 
neering News-Record studied by 
Starch and an issue of Construction 
Methods & Equipment studied by 
Readex land on my desk. Every 
month more than 200 of our com- 
bined subscribers tell us what 
they ve read. Over the past two 
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Aiuything for better picture 
reproduction —try anything — 
try EVERYTHING. In TV, go 
higher than the highest tower. 
In Print, switch to the finest 
cuts, inks and presswork 

you can buy—and print it 

on genuine coated paper from 
a mill that has specialized 

in coating exclusively for 
more than 65 years. 


y 2 GCG 
Lanlines (oaded Sipe 


THE MARTIN CANTINE COMPANY 


Specialists in Coated Papers Since 1888 


SAUGERTIES, N. Y. Branches: NEW YORK and CHICAGO 
(In Los Angeles and San Francisco: Wylie & Davis) 


LETTERPRESS: Hi-Arts, Ashokan, M-C Folding Book and Cover, 
Zena, Catskill, Velvetone, Softone, Esopus Tints, Esopus Postcard 


OFFSET-LITHO: Hi-Arts Litho C.1S., Zenagloss Offset C.2S. Book 


and Cover, Lithogloss C.1S., Catskill Litho C.1S., Catskill Offset C.2S., 
Esopus Postcard C.2S. 
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TO GET INTO THE PLANT, 





IF your PRODUCT is used in the plant, you 
know that you have to sell the men who di- 


rect Plant Operation. 


And that’s the industrial salesman’s tough- 


est job... . seeing and selling the PLANT 





OPERATING Group. 





But one industrial magazine — FACTORY 
PRODUCTION CONTROL 


— reaches this group so well that more of SUPERINTENDENT 





these men pay to read FACTORY than any 


other industrial magazine. 


That’s why advertisers invest more of their 
dollars in FACTORY than any other month- 


ly industrial magazine. 


For you, too, FACTORY can make regular 
sales contacts with the PLANT OPERATING 


GROUP. 





MAINTENANCE 


FACTORY iia 


MANAGEMENT AND MAINTENANCE 
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330 WEST 42ND STREET, NEW YORK 36, N. Y. Fe em 
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years or so we've built up a good 
body of statistical information. Both 
of these types of research point to 
the same thing readers like to 
read 

Readers will read anything that 
interests them even the back of 
the cereal box at breakfast if noth- 
ing else is available. But especially 
they like to read about things that 
pertain to their livelihood. If they 
didn't like to, they wouldn't be pay- 
ing us good money for our maga- 
zines. Some of their reading is 
probably just for entertainment; 
most of it is definitely a search for 
information. 

Because they like to read, and 
because they’re reading for infor- 
mation and entertainment, they 
don’t care especially where their 
reading matter comes from . . edi- 
torial or advertising. The only thing 
is, over the years they've learned 
that editors usually give them what 
they want. Over the same years 
they've also learned to take some 
advertising with a grain of salt 
(And whose fault is that?) There- 
fore, an advertiser may have to 
work as hard or harder than an 
editor to get his copy read. 

The point is, that if an advertiser 
puts into his space in our magazine 
the same type of information that 
our editors put into their space, the 
advertiser will get plenty of read- 


ers 


Cheap and Easy?. . The increas- 
ing number of “editorial-style” ads 
in the past few years is recognition 
of this However, 
too many advertisers have grasped 


to a degree. 


the editorial-style layout as a cheap 
and easy route to success. 

They have imitated slavishly the 
editorial layout of the most impor- 
tant publication on their schedule 
and have filled the copy with the 
same trite, worn-out phrases, coined 
words, and exclamation points. The 
results been high “noted” 
scores for the first few insertions. 
But then scores have dropped back 
to their old level because the ads 
did not follow through with the in- 


have 


formation they promised . . and 
readers quickly caught on. 

The danger in the DeWolf The- 
orem is that the advertiser looking 
for an easy out may follow the out- 
ward aspects of it without putting 


64 / Industrial Marketing 


in any solid information . . the guts 
that are so important 

Let’s take another look at the 
highest and lowest ads. Here is a 
list of certain copy, headline and 
layout factors that can have an ef- 
Next to it are 
the number of ads in each group 
that used these factors. The ads 


fect on readership 


used for comparison are the high- 
est 10% and the lowest 10% (ap- 
proximately) of one-page ads that 
have been Starch-studied in the six 
recent issues of Engineering News- 
Record. The high group consists of 
19 black-and-white ads and 13 two- 
color ads 
21 black-and-white, 15 two-color 


The low group contains 


ads 


High Low 
Factor Ads Ads 





Product photo 0 18 
Product application photo 27 11 
Artwork illustration 3 15 
Focal point in illustration 16 5 
Bleed to enlarge photo 10 0 
Dominant reverse panel 7 16 
Dominant color treatment 0 7 
Arty appearance or layout 

tricks 
Name of product is com 

plete headline 
Headline is unsupported 

boast or very general 
Editorial-type information 

in copy 22 
Tie-in with specific project 25 


From this list, then, it would ap- 
pear that high-scoring ads feature a 
photo of the product's application 
(not just of the product), with half 
of these definite focal 
point. Almost half of them use 
more than one photo to tell the 
story. The copy is factual, to the 
point, containing information much 
like what our editors would give 
These ads usually pick a specific 
project 


having a 


construction where the 
product is used and give informa- 
tion about that project that is of 
interest to construction people 
From the same list, almost half 
of the lowest-scoring ads use re- 
verse type heavily either on 
black or color. Nearly half use art- 
work (other than mechanicals of 
the product) in preference to pho- 
tographs. Where photos are used 
(often subordinate to artwork) they 
show only the product, not what it 


does. Many use arty layout tricks 


to attract attention. More than 80% 
use headlines that fall into three 
main types: Blotz Gizmos! or Blotz 
Gizmos are Best! or Blotz Gizmos 
cut Costs! 

From this it seems that there is 
more to a high scoring ad than a 
strong focal 


good photo with a 


point. And there is more to the se- 
lection of a photo than the fact that 
it contains a bridge, or steelwork, 
although these seem to give a bonus 
for their use. 


What It Takes . . Here are a few 
samples of high-scoring ads that il- 
lustrate these points: 

The Raymond Concrete Pile Co. 
ad has run in ENR three times, each 
time capturing the highest “noted” 
score in the issue. It has one sharp- 
ly defined point of interest, sharp 
contrast, and features a bridge, thus 
following the DeWolf Theorem. The 
copy isn’t long but it gives all the 
vital statistics on this project and 
shows quickly and easily the im- 
portance of Raymond’s product 
(Six of the highest 13 one-page, 
two-color ads are Raymond's . . in- 
cluding the top five in a row. And 
their “read most” holds up strongly 
throughout.) 

Color is used effectively in the 
Louisville Cement Co. ad for Brix- 
ment. Other than to box in and tie 
the copy close to the illustration, 
the only other use of color in the 
ad is to provide a natural red shade 
to the four bricks in the photos. 
Here are two photos, neither with a 
strong focal point in itself but which 
between them provide a strong fo- 
cal point for the ad as a whole. But 
read that copy. It’s a straight-for- 
ward presentation of information, 
just as our editors would present it. 

It seems that no listing of top ads 
is ever complete without one from 
B. F. Goodrich. Here’s their entry 
in our top 10%. Good action photo 
of an earthmoving job, strong focal 
point but no bridge or steelwork. 
Over the years, have 
learned they'll get their money’s 
worth from a Goodrich ad. They 
know they'll get good information 
in return for the time they spend. 
And_ Goodrich them 
down 

GE, like Goodrich, always seems 
to land among the top-rated ads, 
too. Their “Engineering Report” 


readers 


doesn’t let 














product 


belongs in 


metalworking... 


your advertising | 


belongs in... 7277.44 





Materials handling is a major 

problem with the men who 

run the 17,000 metalworking 

plants reached by STEEL. 

One of the important reasons é 

why so many materials ts 
handling advertisers use STEEL is because 

it reaches all 4 members of the buying 
group—the key management, production, 
engineering and purchasing men who have a 
voice in the selection of new materials 
handling equipment for the world’s 

biggest industrial market. 

STEEL + Penton Building +« Cleveland 13, Ohio 


MANAGEMENT 


PURCHASING 


{ You advertise in STEEL to reach 


all four buying influences 


PRODUCTION 
ENGINEERING 














These 65 manufacturers of materials handling 
equipment advertised in STEEL during 1952 


Alhance Machine ¢ 
Alvey Ferguson Co 
American Chain Div., American 
Chain & Cable ‘ 
American Hoist & Derrick 
Atlas Car & Manufacturing 
Baker Industrial T 
Div . Baker Raulang 
Bedford Foundry & Machine 
Boston Woven Hose & Rubber 
Victor R| Browning 
Byers Machine Co 
Chicago Freight Car & Parts Co 
Chain Belt Co 
Clark Equipment Co 
Cleveland Crane & Engineering Co 
Wickwire Spencer Diy 
Colorado Fuel & Iron C« 
Columbus McKinnon Chain Corp 
Cullen Friestedt Co 
Davenport Locomotive Whs 
Div, Davenport Besler Corp 
Dempster Brothers, Inc 
Differential Steel Car Co 
Dings Magnetic Separator Co 
Easton Car & Construction Co 
Economy Engineering Co 
Elwell Parker Electric Co 
Electric Storage Battery Co 
Euclid Crane & Hoist Co 
Farrell-Cheek Steel Co 
Goodyear Tire & Rubber Co 
Gould- National Batteries, In 
Harnischfeger Corp 
Hewitt Robins, In 
Hey! & Patterson, In 
Industrial Brownhoist Corp 
Jeffrey Manufecturing Co 
Link Belt Co 
Logan Co 
McCaffrey-Ruddock 
Tagline Corp 
McKay Co 
MacWhyte Co 
Madesco Tackle Block Cx 
Mathews Conveyer Co 
May-Fran Engineering, Inc 
Michigan Crane Conveyor Co 
Monarch Rubber Co 
Moto-Truck Co 
Northern Engineering Works 
Ohio Locomotive Crane Co 
Orton Crane & Shovel C« 
Plymouth Locomotive Works 
Div. Fate Root Heath Co 
Reading Crane & Hoist Cor; 
Ready Power Co 
Richards. Wileox Manufacturing ¢ 
Rockford Products 
John A. Roebling's Sons C« 
Ross Carrier Ce 
Round Chain Companies 
Silent Hoist & Chain Co 
Standard Conveyor Co 
Thew Shovel Co 
Towmotor Corporation 
Umion Wire Rope Co 
Umit Crane & Shovel Corp 
Upson Walton Co 
Wellman Engineering Co 
Yale & Towne Mfg Co 
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" To tell them ALL... 


R 
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Gu de 


you ALSO need... 


i MacRAE'S 


BLUE 
BOOK 


In the 34 states, for example, where industry is expanding 
most, MacRae’s is more widely used than the other old 
established buying guide. In all 48 states MacRae’s offers 


plus value in 
QUALITY OF CIRCULATION... 


The key executives only at America's 
18,000 dominant points of industrial 
purchasing receive MacRae’s. This 
selected readership at the buying 
decision level assures unduplicated 
quality circulation. 


BUYER PREFERENCE... 
90.4% of MacRae recipients re- 
port they use MacRae's Blue 
Book as their “principal” or 
“exclusive” buying reference. 
84% say they use MacRae's 
“frequently.” Reasons for 
preference are listed as 
MacRae's accuracy, com- 


Complete 
Convenient 


pleteness, accessibility of data, and 
one-book convenience. 


SELLING POWER... 

Your sales story in MacRae's reaches 
the decision makers in America’s 
18,000 top rated companies. You 
reach the buying influences, too. 
MacRae's averages 3-plus read- 
ers per copy at the executive 
level. Furthermore, older copies 
are ‘passed along” to subsidi- 
ary offices and plants to the 
extent that, by conservative 
estimate, 75,000 copies of 
MacRae’s Blue Book are 

in constant use. 


an 


ger 


Remind Your Agency 
to Reserve Space NOW 
in the 61st Annual Edition 


BLUE 


Mac RAE 7§ soox 


18 East Huron Street, Chicago 11, Illinois 





Series consistently scores well in 
Engineering News-Record. This one 
is their best so far. Catch the sharp 
focal point in that major photo. It 
pulls your eye right in. But GE 
then three more photos to 
complete their story. The copy is 
full of good information of interest 


uses 


to construction people. 

All four of these ads follow the 
DeWolf Theorem to extent. 
But more important, I think, is that 
each of these ads looks like it con- 
tains some good information with 
no funny business. And each ad 
backs up that impression with facts, 
presented with a minimum of boast 
and bombase. The photos are real, 
not faked, not heavily retouched. 
There are no gimmicks, no unsub- 
stantiated claims, no layout tricks to 
get in the way of efficient com- 
munication of ideas. In short, these 


some 


ads are written for the reader 
as our editors write for them. They 
are “editorial-style” but you'd 
never mistake them for a page of 
our editorial copy. 

In conclusion, I'll agree with John 
DeWolf as far as he goes. If your 
product is normally used on a 
bridge or in the erection of steel- 
work, use a photo showing it there, 
but don’t pull a bridge in by the 
seat of its pants if it doesn’t fit nor- 
mally. Use a good big construction 
photo with a sharp focal point 
if it shows your product’s applica- 
tion. Use two or 
eight photos if you need them to 
tell your story. Don’t 
nice clean layout unnecessarily. But 


three or five o1 
mess up a 
above all, put good facts in you 


after “Read 
well as “Noted” 


copy and go high 
Mosts” as 


scores. 


high 
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KOPPENS COMPANY, INC. (Atmel Lemon PITTSBURGH 19, PA. 
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Not Pretty But. . First and third pages 


dumped pictures, used plenty 


Ismail type.. 


Lots of copy, no pictures make 


® A FOUR-PAGE AD with more than 
1,800 words of copy attracted nearly 
60°% of the readers of Chemical & 
Engineering News, a survey shows. 

The survey (one of “readership 
recall’) was conducted by the ad- 
Co., Pittsburgh, 
Batten, Barton, 


vertiser, Koppers 


and its agency, 


Durstine & Osborn. 

The company’s conclusion: copy 
brevity and fancy illustration are 
not always necessary in ads directed 
to technical people provided the 


information in the ads is really 
helpful to them. 


The ad is a four-page catalog. It 


is run once a year as a_ business 
publication ad and also is distrib- 
uted as a mail piece and in reply to 
inquiries. 

The catalog lists up-to-date, de- 
tailed information about 24 
thetic chemicals produced by Kop- 
Unlike the company’s other 


chemical ads, which are dominated 


syn- 
pers. 


by photographs or art, the catalog 


has no illustrations and is nearly 
solid with 10 pt. type. 

Koppers’ mail survey pulled a re- 
markable 39° Some 1,921 


research engi- 


return. 
chemists, workers, 
neers and administrative people re- 
plied to a questionnaire, and 1,075 
of them said they had seen the 
Koppers’ catalog insert in Chemical 
& Engineering News. 

One out of five of the 1,075 read- 
ers who said they saw the ad tore 
it out and saved it for future refer- 
ence. 

Since the primary purpose of the 
survey was to turn a research light 
upon Koppers’ four-year-old prac- 
detailed, unillus- 
trade ad, the 


tices of using a 
trated 
most significant response was to the 
question, “Would 
that Koppers bring the catalog up 
to date and publish it as a magazine 


catalog as a 


you recommend 


insert again next year?” 
80% 
pared with 8% 
12% 
To verify the 
that the catalog be published again 


Some replied “yes,” com- 


who said “no” and 
who did not answer. 

recommendations 
were 


next the respondents 


asked, “Do you consider the infor- 


year, 


mation in this catalog helpful?” 

The 
85°. crediting the 
helpful, 11° 
failing to reply 


high, with 


information as 


correlation was 
indicating it was not, 
and 4°, 

The 


every 


survey, which was sent to 


12th Chemical & 


Engineering News’ subscription list, 


name on 


was conducted entirely by mail 
The readers to whom mailings were 
sent received an explanatory letter, 
a copy of the catalog-ad which had 
appeared in the magazine — six 
months previously, and a return en- 
velope. 

Nearly 100 of the respondents 
took the thei: 


questionnaires that they considered 


trouble to write on 


the catalog a good ad. Koppers will 
use the chemical catalog as an ad 


insert again in 1953. 
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this is a system... 
(aw obectiomechanicall system ) 


This new crankshaft balancer is a SYSTEM...a single, unified 
electr hanical design. it couldn't have been made ...to balance a shaft to a 
hair's breadth, faster, automatically ... without new electrical knowledge. 





There’s a tremendous pressure for new machines that “‘think’’ and “‘feel’’ and actuate motors to 
do one job after another—automatically. Like a new crankshaft balancer to keep pace with the 
highspeed automotive industry. Or a new automatic washing machine that takes the ache out of 
Mrs. Grundy’s Monday. 

These new machines and appliances are electromechanical...each a complete integrated 
system. You can’t separate the cams and gears and bearings from the servos, solenoids and 
switches. They’re all part of the integrated design. So’s the steel...the aluminum... the 
plastics. But the dominant factors in these systems are electrical (or electronic). It’s the new 
electrical technology that’s challenging the engineers .. . a technology growing so fast that much 
of it has to be learned as it happens. 

That’s why ...no matter what else engineers in charge of design development may read 
today ... they reach for ELECTRICAL MANUFACTURING with the sharpest interest. Here they find 





the new facts they must know—to keep pace with the automatic age. 

ELECTRICAL MANUFACTURING reports on all the areas of movement that underlie today’s swift 
progress in product development. It analyses new designs... takes apart the whole electro- 
mechanical system . . . shows how the new electrical components . . . the new, improved materials 
... tie in with the basic mechanical elements. It interprets the fast-changing technology in terms 
of practical problems. . . suggests fresh applications for every new idea. 

In the broad, booming field of electrically operated products that doubled its volume in the 
last five years, ELECTRICAL MANUFACTURING helps shape the design thinking of the men who 
control the specifications. It paces the field... sparks the new designs... gives the engineers 
what they need most. It sells because it’s read more searchingly. It sells... not just more elec- 
trical components... but more of everything that goes into the whole electromechanical system. 


Electrical 
Manufacturing 


The essential magazine for every engineer 


designing electrically operated products 


THE GAGE PUBLISHING COMPANY © Publishers to Industry Since 1892 « 1250 Sixth Avenue, New York 20, N.Y 





WHAT'S IN 
THIS SYSTEM? 


Here are some of 
the materials and 
components that 
were design engi- 
neered into the new 
Tinius Olsen Auto- 
matic Crankshaft 
Balancing Machine. 
They give some idea 
of the scope of the 
market. 


Air Cylinders 

Aluminum 

Amplifiers (High-Gain 
A.C.) 


Capacitors (Metalized 
Paper) 

Conduit & Fittings 

Contactors 

Copper 

Computer 

Drill Units (Hydraulically 
Operated) 

Fasteners 

Meter (Electronic Phase 
Angle) 

Motors ( 4 to 3 hp.) 

Motor Starters 

Pickup (Magnetic 
Velocity) 

Pneumatic Valves 
(Solenoid Operated) 

Potentiometers 

Pump (Coolant) 

Rectifiers (Metailic) 

Relays 

Resistors (Precision) 

Rollers (Precision) 

Servo Motors 

Silver 

Solenoids 

Springs 

Steel Weldments 


Switches(Limit, Plugging, 
Sequence) 


Terminal Blocks 
Timers 
Transtormers 
Tubes (Electron) 
Universal Joint 
V-Beit (Velos) 


Voltmeter (Low-Fre 
quency Vacuum Tube) 


Wiring 
June 1959 / 67 





THANKS FOR YOUR INQUIRY 


Your request is being checked by our engineers to see if they can be 
of help before sending it to our office nearest you for attention. 


In the meantime this questionnaire indicates the type of information 
needed to properly select a filter. It would be nice to have all this 
data, but many times it’s not available—so fill in what you can and 
you will receive further help in selecting your filter from our field 
engineer by sending (or ‘phoning) this form to him. 


If you don’t have an immediate problem—may we suggest that you 
file this form with the literature you will receive from our local office? 





OUR LOCAL REPRESENTATIVE IS — MR. HAROLD W. MUNDAY 
332 South Michigan Avenue 
CHICAGO 4, ILLINOIS 











Fast Follow Up. . Cun jineering Corp. mails this ‘thank is received. Name of Cuno local representativ 1 bl makes 


t er ana a aa 


1 ais questionnaire completed and sent to: The CUNO Engineering Corp., Meriden, Conn., or to the nearest 
Cuno Office will make it possible for Cuno filtration engineers to analyse your needs and submit the most 


economical solution to your problem. There is no charge for this service 


IDENTITY: This information is submitted by, and Cuno recommendations should be addressed to 
Name of Company 
Street Address 
City and State 
Attention of 
Name of fluid to be filtered 


Is this fluid ACID STABLE CORROSIVE 
ALKALINE UNSTABLE INFLAMMABLE 
NEUTRAL PERISHABLE INERT 


minute 


FLOW: = Filter will be required to handle gallons per "yesh 


PRESSURE: Cuno filters may be designed to operate within any reasonable pressure loss limits, the lower the allowable 
pressure loss, the larger the filter required to handle a given flow 


Will this filter be installed on: GRAVITY LINE SUCTION LINE PRESSURE LINE 


On a pressure line installation, pressure at filtering point is 
Max PS.1 Min PS.1 
Maximum el!owable pressure loss is PSI 


Fluid ‘erature at 4 


Trains Buyer . . The data sheet familiarizes 
r ¥ ; ‘ ‘ y ' } 


ra problem, makes it simpler for hin 


Blotter-data sheet cuts lag pays off in enthusiastic representa- 


tives and greater sales. 


Cuno advertises in 17 business 
publications and each ad suggests 
in inquiry follow-up for Cuno the reader write to Cuno if he has 
a filtration equipment problem. 
As a result of the program, in- 
quiries are received each day at 
Meriden. 
Helps buyer talk. . ® CUNO ENGINEERING CorP., Meriden, A three-step method: 
Conn., which manufactures filters 
and electrical automotive equip- 1. A data sheet. . and blotter are 
ment, has developed a_ three-step mailed to the client on the same day 


Saves salesman’‘s time . . 


method of handling inquiries that the inquiry is received. 


68 / industria Marketing 





“Naturally,” Gordon S&S. 
Miller, “this prompt reply informs 
the client that immediate attention 
is being given to his problem.” 

The combination blotter and data 
sheet serves two purposes. Each 
blotter has the name of Cuno’s local 
representative printed on it, mak- 


says 


ing it possible for the client to con- 
tact the respresentative immediately 
if necessary. 

The data sheet familiarizes the 
client with the many factors that are 
important in considering a filtration 
problem and as a result he is better 
equipped to discuss the matter when 
the Cuno representatives calls. This 
saves the salesman’s time. 


2. At Meriden .. when the data 
sheet and blotter are sent to the 
client, an office memo also is ad- 
dressed to the local representative. 

The office memo includes all in- 
formation about the client’s needs 
that might be of value to the repre- 
sentative. Further, if the nature of 
the request is such that the plant 
sales engineers must make a com- 
ment, space is provided on the 
memo for the comments of the engi- 


neers. 


3. Follow-up .. takes two forms: 
A space is provided on the memo 
for the representative to inform the 
company what steps he has taken 
regarding the request. The repre- 
sentative keeps a copy of the memo 
and his reply in his file. 

At Meriden, copies of all memos 
to representatives are maintained in 
company files. At specific intervals 
these memos are checked to see 
what action has been taken thus 
far by the representative and what 
further action is required. 

Says Mr. Miller: 
definite 


“It is too early 
to provide information 
about sales as a result of this in- 
quiry and follow-up technique, but 
we can say representatives are en- 
thusiastic about the procedure and 
that we are receiving their full co- 
operation.” 

The inquiry-pulling ads run in 
American Paint Journal, Applied 
Hydraulics, Chemical Engineering, 
Chemical Processing, Design News, 
Diesel Power & Diesel Transporta- 
tion, Industrial Equipment News, 
Industry & Power, Instruments, 


Machine Design, Machinery, Me- 
chanical Engineering, New Equip- 
ment Digest, Paper Industry, Paint 


+} 


neil 


Hall of Fame. . Sa 


tions personr 


& Varnish Production, Product En- 
gineering, Product Design & Devel- 


opment. 
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Company ‘merchandises’ its suppliers 


.. and gives its public relations a boost 


® PITTSBURGH Evidence that the 
days when salesmen were given a 
“hard time” have passed is seen in 
the Hall of Fame installed in a cus- 
tomers’ reception room at Koppers 
Co. 

The Hall of Fame is a 3x13’ dis- 
play panel on which are mounted 
pictures of suppliers and salesmen 
whose services are linked with Kop- 
pers public relations activities 

In addition to representatives of 
national publications in which Kop- 
pers runs advertisements and edi- 
tors of newspapers and magazines, 


representatives of advertising agen- 


cies, printers, photographers, art 
studios, engravers, display builders 
and direct mail companies also are 
elected for a spot on the Hall of 
Fame 

The idea was originated by Ralph 
Winslow, public relations manager, 
who said, “Instead of murals featur- 
ing our own smokestacks, we de- 
cided it would be more appropriate 
to give deserved recognition to those 
who in a variety of ways lend their 
talents, their products and their co- 
operation to help us do a_ better 


public relations job.” 
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Every industrial marketer has these 5 basic catalog problems: 


” ag Tere IT Mero marr, 
v 


rr J 
ree a rer 


design 


To fit product informa- 
tion to the separate 
needs of each separate 
buying group. 





production 


To get out from under 
production detail, and to 
get quality results at 
quantity prices. 





coverage 


To locate the right 
companies, right offices, 
right people...who should 
receive his catalog. 





accessibility 


To arrange to anchor the 
catalog in the offices 

of his prospects...so that they 
can always find it. 





coordination 


To tie good catalog 
procedure in with 
advertising and selling. 





Catalog needs 


erat dnaitite saute cece eeiaieaner eat 


ee 





Sweet's long experience in catalog design, production and distribution can 
help lighten your load on any one or any combination of your five basic 
catalog needs. 

Sweet’s will help you analyze your markets; determine buyers’ requirements in each market; 
plan catalogs for specific buying groups; organize contents for ease of use; prepare rough 
and finished dummies. 





Sweet’s will assume full responsibility for all details of drawings, photographs, engravings, 
type composition, printing, binding. Because of the volume handled, Sweet’s can offer the 
advantages of quantity printing without sacrifice in quality. 





Sweet’s will help you improve your catalog coverage pattern. We spend over a quarter of a 
million dollars a year to find out exactly which people in the right offices, in the right 
companies have the most need for your catalog. 





Sweet’s will place your catalog, bound together with other manufacturers’ catalogs of interest 
to your prospects, right where it can be found when buying needs arise. 





If you distribute your catalog under the Sweet’s plan, we can provide specific suggestions for 
reminding prospects that your catalog is on hand in their offices. And we can offer 

practical ideas for helping your salesman make better use of your catalog in their selling. 
Thus Sweet’s can help you improve your over-all marketing efficiency. 


If you sell to industrial or construction markets, the Sweet’s man in your aan | 


locality will be glad to show you how other industrial marketers use WG | FREE: Pocket-size 
ww | booklet, ‘How to 


Sweet's facilities to work out better solutions to their catalog problems. mn | iegreve. Martat- 


— ing Efficiency 


e through Improved Cat- 

Sweet’s Catalog Service clog Procedure.” Write 

B gatas re Dept. 6, Sweet's Catalog 

designers, producers and distributors of manufacturers’ market-specialized catalogs Service, 119 West 40th St., 
DIVISION OF F. W. DODGE CORPORATION New York 18, N. Y. 


119 WEST 40th STREET. NEW YORK 18, NEW YORK 
Boston Buffalo Chicago Cincinnati Cleveland Detroit Los Angeles Philadelphia Pittsburgh St. Louis San Francisco 
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A 12-point rule is ‘too good’ 


for Harrington real estate ads 


It's too good to last. . 


® READERS who have been looking 
at the J. J. Harrington & Co., Chi- 
cago, real estate ads in the Wall 
Street Journal for the past year got 
a surprise last Feb. 26. 

Harrington ads are distinguished 
by a high visibility 12-point rule 
that consistently borders the left 
side of every ad. 


So distinctive was the 12-point 
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rule, in fact, that Wall Street Jour- 
nal compositors long since started 
calling it the “Harrington rule.” 

The ad appeared in the real estate 
section as usual on February 26 
But the headline said, “Farewell to 
the Harrington Rule!” 

Copy then went on to explain 
“For more than a year this familiar 
black rule has been the ‘label’ on 


Harrington ads. Like every good 
rule it worked well . . served as a 
dependable guide leading straight to 
the current Harrington ad.” 


A Good Friend . . Further copy 
explanation said . . “Now that cir- 
cumstances make it necessary to 
abandon the ‘Harrington rule’ we do 
so regretfully, because it has been 
a good friend yours as well as 
ours.” 

The circumstances that made it 
“necessary to abandon the Harring- 
ton rule” in themselves were a high 
recommendation for the advertising. 

The Wall Street Journal received 
so many requests from other ad- 
vertisers who also wanted to use a 
heavy rule to identify their ads that 
the newspaper in fairness to all had 
to abandon the practice entirely. 

The agency was alert to the pos- 
sibility of capitalizing on the situa- 
tion. Continuing its copy in the 
“farewell” ad, the agency and Har- 
rington said “There’s another 
good rule of Harrington advertising 

. very simple, valid . . which noth- 
ing can induce us to abandon: the 
rule that our ads shall continue to 
be a guide to better real estate and 
business brokerage values, a reli- 
able source of what’s new and worth 
hearing in the market.” 


What Next? . . Visibility of the 
Harrington ad with the 12-point 
rule was tested in a variety of ways. 
The simplest test, and one of the 
most effective, consisted in asking a 
reader to pick up the real estate 
page of the Wall Street Journal. 
With his eyes fixed on the date line 
at the upper left hand corner of the 
page, the reader was asked to put 
his index finger on the Harrington 
ad . . which usually appeared near 
the lower right hand corner. In- 
variably the reader spotted the ad 
immediately . . convincing evidence 
that the 12-point rule got into a 
wide range of reader vision. 

What next? Harrington and its 
agency plan to experiment with new 
Already seen by 
its readers is a Harrington ad with 
a Benday screen background. The 


styles of layout. 


latest experiment is the use of the 
Harrington signature as a replace- 
ment of the 12-point rule border. 

Marsteller, Gebhardt & Reed, Chi- 
cago, is the agency. 
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This book will make 
your sales planning easier 


For those selling the Electric Power Industry, this book 
supplies factual information that will show you the way 
to more sales. 


‘Vhile our story is in it, of course, it is not just filled with 
data about Electric Light and Power. It contains, in 
addition, important information about the market — 
what has happened — what is happening — and what 
is expected to happen. 

The book also gives the summary of an extremely 
interesting survey showing buying influences in the 
industry and who you have to sell if you expect 
sales results. 


SALES OFFICES: 


CLEVELAND 15, OHIO 
Euclid Ave. 


1836 
John E. 


CHICAGO 11, 
22 East Huron St. 
Walter iy Stevens ¢ G. 


HLL. 


MacArthur 


A copy of this book is yours for the asking. Just address 
your request to our nearest si les office. 


If you wish, one of our representatives will be glad to 
call and give you additional details which could not 
be included in the book. The Haywood P ublishing Co., 
22 East Huron St., Chicago 11, Illinois. 


Electric Light a 


THE ONLY MAGAZINE SERVING THE 
ELECTRIC POWER INDUSTRY EXCLUSIVELY 


Ve 
Ae 


EC AICOUP IE a 


NEW YORK 17, N. Y 


101 Park Ave., MUrray Hill 3-0258 
E. Williams J. H. Thomson ¢ W. A. Clabault 


WEST COAST—\ICDONALD- THOMPSON 
Seattle 


Dallas 
June 19§ [73 


, WHitehall 4-0868 


, PRospect 1-0505 San Francisco 


Los Ane lke S 





Which of These Men 








Killed Your Sale? 


Selling isn’t as simple as it used to be. One of the biggest prob- 
lems facing today’s industrial salesman is the number of buy- 
ing influences that enter into a sale. Oftentimes a buying 
influence—unknown to the salesman—may make or break a 
sale. Competition, too, is a lot keener. 

One answer to both these problems is to supplement his per- 
sonal selling efforts with Business Publication Advertising. 
For business magazines are aimed at specific markets and in- 
dustries .. . and your prospects must read them to keep pro- 


fessionally informed. 


Production men know that when machine tools replace 
muscle power, skilled workmen can produce more and earn 
more. They call it mechanization. And, when business maga- 
zine advertising is used as a selling tool, the salesman can use 
his time to sell more and earn more. We call it Mechanized 


Selling. For business paper advertising can make contact, 


arouse interest and create preference among thousands of 


known and unknown buying influences. It permits the sales- 
man to devote more of his valuable time and specialized talents 


to the pay-off steps of making the proposal and closing the sale. 


Ask your McGraw-Hill man for a copy of our 20-page book- 
let, “Orders and How They Grow.” It gives the salesman a 
realistic appreciation of how business publication advertising 
helps him use his time more productively. You’ll want to read 


it, too. 


a, 
McGRAW-HILL , 
id FOR BUSINESS 


HEADQUARTERS FOR BUSINESS (INFORMATION 








HOW “MECHANIZED SELLING” 
PAVED THE WAY 
TO GREATER SALES 


Acme Steel Company . .. with ample pro- 
duction facilities, a fine sales staff, and 
Acme Steel Metal Stitchers—a product 
with a constantly increasing potential in 
specific industrial fields, applied business 
paper advertising to the job of acquaint- 
ing thousands of new prospects with the 
advantages of metal stitching 


new way of tastenine 
st any mater? 

am tals 

to various meta! 





In a carefully 

selected group of 
Business and Business News Publications 
they talked the language of the user 
they discussed the kinds of tasks that 
Acme Steel Metal Stitchers were designed 
to perform ... they stressed the time and 
money saving factors and offered more 
complete technical data in a 12-page 
catalog titled “A New ‘Technique in 
Fastening.” 
RESULTS: A sales increase of 270% for the 
first three months of 1952 over the same 
period in 1951. 
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a monthly im feature 


Well-known components can boost 


sales, most management heads agree 


How important is it to the end-product manufacturer for his components to be well adver- 
tised and well-known to his customers? To find out, Industrial Marketing asked a cross- 


section of top management executives these questions: 


Do you purchase component parts for your industrial products? If so, do you place any 
importance on using components that are well known to your customers? In other words, 
if two components will do the job about equally well and the price is about the same, 
does your company choose the one that is better known to ultimate users because its use 


in your product creates an additional selling point? Or is this factor negligible in your 


business? 


The answers of the executives appear below. 


[For the story of how one component was 


promoted to boost sales of the end-product, see page 144.] 





L. R. Rothenberger 


rresiden 


® IN THE production of our machine 
tool equipment we do purchase 
several component parts used in 
final assembly. There are three 
main factors that govern our de- 
cision in the order of importance as 
listed: (1) quality, (2) industry 
recognition and (3) price. 


Quality takes 


everything because of the service 


preference over 


factor involved in machine tools. 
We prefer and decide in favor of 
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a well-known component only if 
it meets our engineering standards 
and offers something beyond con- 
sumer recognition, 

The main reason for our pref- 
erence of a well-known or recog- 
nized component is again tied into 
We usually find that a 


means the 


service. 
well-known _ product 
manufacturer has a sound and broad 
distribution system with stocks and 
replacement parts and service points 
in strategic cities. We like to 
take advantage of this in the serv- 
ice of our complete machines. 

A better known component does 
have a sales advantage in our busi- 
ness. It must, however, meet the 
quality requirement and go beyond 
just recognition or we will decide 
in favor of the alternate. 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


A. King McCord 


rresident 


® MANY DIFFERENT TYPES of com- 
ponent parts enter into the pro- 
duction of modern farm machinery. 
Oliver’s purchasing policy might be 
stated briefly by dividing compon- 
ents into two groups. 

The first group is composed of 
the more obvious accessories and 
components which are normally 
purchased from other manufactur- 
ers. An example of this is electric 
batteries for starting engines. The 
first criterion in the purchase of 
such components is the facilities of 
the producer to give adequate serv- 
ice to ultimate consumers. 

The second criterion is to secure 
a well-known brand name that will 
have immediate customer accept- 
ance. The time of our sales organ- 
ization should not be required to 
explain or sell components when 
they should be selling the merits 
of our end product. 

Many other components go into 
the assembly of our products that 
are not obvicus or recognizable by 
the user. Of these assemblies, 
where quality and price are equal, 
preference is given to name brands. 
An example in this group would be 
a radiator core. 

One phase of this policy that we 





must watch is that name brands 
tend to fall into a fixed price pat- 
tern. An 
component, of equivalent 


engineered 
quality, 


especially 


can frequently be purchased at a 
more favorable price, and in that 
case, preference would be given to 
brand 


the non name component. 


R. L. Lawson 


Exe 


® OUR COMPANY purchases a wide 
variety and sizable amounts of com- 
ponent parts for use in our manu- 
factured products. 

When the suitability, performance, 
and price, are approximately equal, 
it is our policy to select the one, 
which in our opinion will have the 
best acceptance from our customers. 
We consider this acceptance to be 
a valuable selling point. 

However, there is another factor 
which in some cases outweighs the 
ones previously mentioned. I refer 
to the quality and breadth of serv- 
ice maintained by the manufactur- 
ers supplying us components. 

Where sales are localized this is 
not a major problem because it can 
be controlled from the factory, but 
we sell both nationally and inter- 
nationally. It is, therefore, highly 
desirable to have quality service 
for our major component parts 
available in a geographical pattern 
as close as possible to that of our 
sales distribution. 


S. S. Auchincloss 


® FIRST OF ALL, let me point out 
that we at DeWalt make most of the 
component parts of our finished 
products ourselves, here in our own 
plant. 

There are, however, a few impor- 
tant parts which go into our ma- 


chines that are purchased from 
outside sources. 

In buying these parts, our first 
consideration is quality. We have 
usually found that the 
which enjoy the widest brand name 


products 


acceptance can give us the quality 
that we deem necessary for our 
own machines. 

Since we are considered a leader 
in our industry, and have built up 
a considerable amount of brand ac- 
ceptance in our own right over a 
period of years, we are fully aware 
of the 
high quality in our product in order 
to hold our position of leadership 

I believe that this situation is 


necessity of maintaining 


fairly common to other industries 
as well as our own. For this reason 
we tend to look to the better known 
suppliers when we buy our parts. 
They have to be good or they could 
not long maintain their brand ac- 


ceptance. 


® puRING the 45 years in which the 


Elwell-Parker Electric Co. has been 
building power industrial trucks we 
have, wherever possible, endeavored 
to manufacture our own component 
parts. There have been two basic 
reasons for this policy: 

1. Industrial trucks are a special 
kind of industrial machine involv- 
ing unique design requirements, so 
we have sometimes found it diffi- 
cult to locate suppliers of component 
parts which would fit our needs and 
maintain the standards of quality 
upon which our reputation is based. 

2. The life of our trucks may be 
20 years or more and we would 
hesitate to use an outside supplier 
who might not be able to supply 
spare parts over such an extended 
period. Although this may sound 
egotistical, our infrequent depar- 
tures from this policy in the past 
have more often than not landed us 
in difficulties. 

We do, of course, buy certain 


specialized items such as tires, hy- 


draulic cylinders, bearings, ete., be- 

manufacturers — of 
better 

than we to produce them. 


cause regular 


these items are equipped 

How- 
ever, when buying such equipment 
our first consideration is: will it do 
our job will it meet the quality 
standards of the other components 
in the truck. If these qualifications 
are met, then such factors as price, 
availability, interchangeability, etc., 
are considered next. 

Whether the item is highly adver- 
tised or not makes little difference 
because our customers depend on 
our judgment in the selection of 
They 


place the entire responsibility fon 


the proper components 
the correct operation of the truck in 
our hands. If one of the com- 
ponents fails, their complaint is di- 
rected to Elwell-Parker, not the 
original manufacturer of the com- 
ponent Actually, the investment 
in an industrial truck is too large to 
justify the buyer in making a se- 
lection based on his preference for 
one or two component parts. He 
must base his judgment on the 
whole. 

There are certain instances where 
our suppliers’ advertising might 
prove of value. For instance, when a 
major component of new or unique 
design is announced, the suppliers’ 
previous advertising may aid in de- 
veloping acceptance of an otherwise 
unknown and unproven product o1 
design. Cases of this nature are 
rare, however, and by and large we 
can see no tangible advantage in 
emphasizing the advertised com- 
ponents that are used in our prod- 


uct. 


C. E. Hamilton 


® OUR COMPANY firmly believes in 
the value of well-established names 
and reputations. Of course, in pur- 
chasing components for our prod- 
ucts, no factor involving value can 
be ignored 

It has been our experience, how- 
ever, that outstanding value almost 
invariably goes hand-in-hand with 





outstanding reputation. We have 
found that those manufacturers who 
seek public good will by consistent 
and outstanding advertising are just 
as consistent in delivering the value 
and performance that they claim. 
Because this is the case, we strong- 
ly favor the known over the un- 
known, the experienced over the 
inexperienced. 

There is, of course, a sales value 
in this attitude. For instance, when 
we specify bearings of known rep- 
utation for inclusion in our gear 
assemblies, we benefit by that rep- 
utation in our own selling. 

Similarly, we feel that we have 
much to gain by maintaining a con- 
sistent program of advertising and 
sales promotion. Experience _ is 
gained through years and can only 
be purchased by the passing of time. 
Reputation, however, can be culti- 
vated, and this we have been doing 
for years through what we believe 
to be attractive, reasonable, and 
convincing advertising. Living up 
to the claims we make, in so public 
a way, is one of the most important 
forces in maintaining all our quality 
standards. 

That, it seems to me, is the two- 
way force of much industrial adver- 
tising. On the one hand, it makes 
the advertiser known to his custom- 
ers and prospects. On the other 
hand, it creates standards that re- 
main a constant challenge. The end 
result is bound to be a better prod- 
uct and a better contribution to 


American industry 


]. Johnson 


® THE COMPONENTS used in making 
the wide line of Snap-On tools and 
equipment for the fabricating and 
servicing fields, being largely steel 
bars and sheets, are not of the kind 
that lend themselves as additional 
selling points for our products 

It is conceivable that, for certain 
of the larger and more intricate in- 
dustrial products in the market hav- 
ing many vital assemblies, mention 
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of well known integral components 
would represent selling points of 
merit. 
However, for products such as 
ours, where sales and service are 
made directly to industry, service 
station owners, and the individual 
mechanics, sales reliance is placed 
upon the identity of the Snap-On 
name with quality and service to 
build trade acceptance and prefer- 


ence. 


Burke B. Roche 


nA 
nk fey 


® PROVIDED THAT price, quality and 
performance of the components are 
comparable, those which are well 
known to our customers are usually 
given preference. In our business, 
the manufacture of a complete line 
of spray painting equipment, this 
makes good sense for several rea- 
sons 
Nationally 


are almost 


brand names 
backed by 
nation-wide distribution and service 
Users of Binks 


equipment are familiar with these 


known 
invariably 


organizations. 


name companies and with their local 


representatives. When parts” or 


service are required, this local serv- 
ice factor is of paramount impor- 
tance. 

Another important factor is the 
confidence engendered by the use 
known 
from companies of 


of nationally components. 
When we buy 
this stature, we can be sure of a 
reliable source of supply. We know 
that such suppliers will stand be- 
hind their products during the full 
guarantee period... or even further. 

Since a good industrial reputation 
is based essentially on continuous 
progress, nationally known manu- 
facturers rely heavily on research 
and product development to main- 
tain their leadership. We feel that 
Binks substantially from 


these activities. 


benefits 


Furthermore, most _ nationally 
known manufacturers have compe- 
tent engineering departments which 
are of infinite value to a buyer in 
the selection of good components or 
their development. 

As a man is known by the com- 
pany he keeps, industrial products 
are sometimes known by the com- 
ponents they use. It is easier to 
sell spray painting equipment in- 
corporating well-known components. 
Buyers are more familiar with the 
advantages of nationally advertised 
products. Their use in conjunction 
with our equipment allows Binks 
sales engineers to concentrate on 
the advantages of the equipment as 


a whole. 








Operator's Viewpoint . . Harvester 


r headline leg r y strona 


says 10-24 operator Clarence Watters making skid reads through 
mountain timber neat Glacier Park for J. Neits Lumber Co 


. POWER 
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PAYS 








Ja your product ‘ote non?" 


Editorial material has an authentic, practical view 


A busy fellow, settling for a sandwich and a coke, 
is hardly a gourmet. At the same time (even on 
his lunch half-hour) he's liable to be mighty 
choosy about tools and equipment for a new pro- 


duction line. 


Preferred by production executives for “spur of 
the moment” or more concentrated reading, MOD- 
ERN MACHINE SHOP is a proven producer. 
Men who purchase, specify, recommend or influ- 
ence the buying of equipment and supplies in 
metalworking plants read and rely on MODERN 
MACHINE SHOP. 


. ’ 
Read) Now! your copy of “High 
way to Metalworking,” comprehensive, 48 
page study of market and medta facts. Write 


day 
May 


point... helps production executives do their jobs 
better. MODERN MACHINE SHOP has the in 
dustry'’s biggest audience with over 40,000 circula- 
tion. It has a plant coverage of 28,000 individual 
plants receiving one or more copies . . . larger than 
the fotal circulation of many leading metalworking 


publications 


For maximum readership 


and results, put your 


money where your mar 


ket is... in 


MODERN MACHINE SHOP NjBiP 


431 Main St. Cincinnati 2, Ohio 





more readers? 





Comic vs. Conventional 


® TWO LUBRICANT advertisers used 
different techniques in the same 
issue of Power. Pure Oil Co., Chi- 
cago, used a Lichty cartoon with 
straight selling copy, whereas Sun 
Oil Co., Philadelphia, used a large 
product-in-use photo and _ insert 
with straight selling copy. 

Which ad attracted more readers? 
Which scored highest among “noted” 
readers and which was “read most’’? 


See page 152. 
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“Is new American cost-cutting weapon... 
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DIRECT TO THE 
HEATING 
AND 
VENTILATING 
MARKETS 


When it comes to selling heat- 
ing, ventilating, air conditioning, 
refrigerating, plumbing and pip- 
ing equipment for larger build- 
ings — HEATING & VENTILATING 
knows exactly where the buying 
power is, by firm and individual 
names. 

H&V keeps its buying power 
lists right up-to-date by means of 
continuing surveys 

. then concentrates its cir- 
culation efforts where the buying 
power and large building activity 
is greatest —- in the 106 cities 
with populations of 100,000 or 
over. Circulation is growing — 
and in the right places! 

Ask your H&V representative 
to show you the fact-and-figure 
advantages of H&V’'s coverage of 
this Billion Dollar Market. 


An Industriol Press Publication 
148 Lofayette St., New York 13, N. Y. 


Selling the 
LARGE 
Building Market 


Consistency is a Virtue 
— for Advertisers too! 


Even though you sell a “seasonal” 
product, your advertising to be ef 
fective should — be 
throughout the year. 


consistent 


The heating industry has always 
been noted for a sharp seasonality in 
its shipments of goods from the man- 
ufacturing plant to the buyer, contrac 
tor or wholesaler. The peak month 
is usually October. Similarly, ship- 
ments of air conditioning equipment 
reach a peak in the spring and drop 
sharply in the late summer, fall and 
early winter 


Because of this seasonality, many 
buyers of advertising space feel that 
they should hit the peak months of 
shipments with their advertising, and 
that any advertising done in the so 
called off months is wasted. The im 
portant thing to remember, however, 
is that it is not necessarily of any valuc 
to hit the market with advertising 
when shipments by the manufacturer 
are at their peak, but rather when 
buying-decisions are at their peak 
This may be months or, in extrem¢ 
cases, even a year before the goods 
are actually bought and shipped. This 
is especially true in the bigger build 
ings, where plans are made and equip 
ment selected months, perhaps years, 
in advance 


There is no seasonality to profes 
sional interest in your products. Th¢ 
off months may even be best for sell 
ing a contractor or engineer, becausé 
then he may have a little more time 
to read about your product. The lack 
of seasonality of reader interest is 
demonstrated in the number of in 
quiries received by HEATING & 
PLUMBING EQUIPMENT News and 
HEATING & VENTILATING in 1952 
for items describing new equipment 


Take the case of HEATING & PLUMB 
ING EQUIPMENT News. On the aver 
age-inquiry-per-item basis, for ex 
ample, the best months in 1952 were 
January, July, February and Novem 
ber, in that order. Note that the se 
ond highest month was in mid-sum 
mer. 

And speaking of inquiries 
the ability of both HratiNG « VEN 
TILATING and HEATING & PLUMBING 
EQuIPMENT News to produce works 
all year ‘round. Result: your adver 
tising in these papers is lower in 
cost-per sale 

( Advertisement ) 


oi 


DIRECT TO THE 
HEATING 
AND 
PLUMBING 
EQUIPMENT 
MARKETS 


When it comes to reaching the 
buyers of heating, plumbing, ven- 
tilating and air conditioning 
equipment for homes and smaller 
buildings — inquiries to your ad- 
vertisements are definite proof of 
buyers’ interest. 

Proof positive that your adver- 
tising is being read . . . and 
user upon... is found in the 
consistently amazing number of 
responses to advertisements in 
HEATING & PLUMBING EQulIP- 
MENT News — 39,477 in twelve 
months! Total 1952 responses, 
advertising and editorial: 122,- 
486. 

Ask your HPEN representative 
to show you the fact-and-figure 
reasons why HPEN is the only 
paper in the field which reaches 
the great mass of good prospects 

more than 35,000 of them — 
by penetrating all parts of this 
1 Billion to 1.5 Billion Dollar 
Market. 


An Industrial Press Publication 
148 Lafayette St., New York 13, W. Y. 





Selling the 


SMALL 
Building Market 





“A wise salesman sells for both today and 
tomorrow. In selling for today, well-in- 
formed salesmen who call on purchasing 
agents with specific sales proposals, and 
who stick to the point without time- 
consuming digressions, are always wel- 
come. In selling for tomorrow, the sales 
manager himself can contribute strongly 
by pre-selling, training and holding cach 
of his salesmen. Back door selling and 
frequent changes in sates personnel reduce 
that concern’s confidence rating with the 
purchasing agent,” says R. F. Plimpton, 
Purchasing Agent, Electro Dynamic Div., 
General Dynamics Corp., Bayonne, N. J. 


“We buy products, materials and services 
from thousands of suppliers, large and 
small. In our experience, the best salesmen 
are those who know thoroughly the things 
they sell and their application to our busi- 
ness. Our buying decisions are based on 
the responsibility of the supplier, the 
quality of the product, its availability and 
service, as well as the evaluated price 
taking other factors into consideration. 
From our viewpoint, the best salesmen 
make sure that all of these points are coy 
cred effectively,” savs J. J. Summersby, 
Vice President, Purchases & Traffic, 
Worthington Corporation, Harrison, N. J 


‘You must tell ‘em to 


Industrial Purchasing Agents base their buying decisions on all the facts 


they can get about your company s pre mducts and its reputation as a reliable 


supply source. Their buying facts are your selling facts! 


It’s sound advertising, just as it’s sound selling, to get your product story 
to the men who do industry’s buying. Remember, PAs have more confi- 
dence in advertised products. So make sure your advertising reaches them! 
Use PurcHasine the ove national magazine edited to serve the needs of 


industrial PAs — the one magazine PAs read regularly — the basic publica- 


tion on any industrial advertising schedule! 


PURCHASING, 
205 Fast 42nd Street, New York 17, N.Y. 


Offices in ¢ hicago, Cleveland, Los Angeles. 


“The salesman who gives complete service 
is the one who will stand out above the 
crowd. He knows his product and can 
make worth-while suggestions concerning 
how the maximum benefits can be ob- 
tained from its use. He ts alert to see that 
the merchandise is delivered on time and 
that its quality conforms to the specifica- 
tions given. In addition, he feels a personal 
responsibility to see that the buyer is satis- 
fied with the transaction. Such salesmen 
are welcomed by purchasing agents,” says 
\. J. Dickinson, Vice President in Charge 
of Purchasing, Virginia-Carolina Chemi- 
cal Corporation, Richmond, Va. 


sell *em! 


When you think of 
selling...think of 
PURCHASING 


@ of = 


The basic magazine on any industrial advertising schedule! 
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@® MONEY, MONEY, MONEY. Do you 


have any money today? Time, time, 
Time is money, too. Do it 
better. Do it faster. Do it cheaper. 
Save money. Make money. 

Do you play golf? You do? Okay, 
then we defy you to get by this 
Acushnet ad. . “To the 3% Million 
Golfers who plan to take five strokes 
off their scores this summer.” 

You don’t play golf? All right. 
You married? Wife iron? Ten to 


one she read this G-E ad, “Cuts 


time. 


ironing time 1/3.” 

Here’s what research man Richard 
Crisp of Tatham-Laird said about 
it: (Advertising Age, March 23) 


Can't rate much better than that, 
can you? Do it better, faster, cheap- 
er. Save money. Save time. Can't 
if it sells 


miss. If it sells golfers . . 


housewives it will sell business 
men. 

Are many industrial advertisers 
doing this kind of a job? We just 
grabbed whatever business papers 
were on our table and tore into 
And this is what we found: 


and Linde 


them. 
“How Oxygen 


$700,000 
color page for 


Well, 


Service Saved for One 
Steel Company” 
the Linde Air Products Co. 


how did it? 


Does the text justify the head- 
line? We leave it to you, gentle 





™ 


reader, 

“This can save you over $3600” 

. black and white page for Detroit 
Steel Products Co., addressed to 
architects and engineers . . all about 
Fenestra Super Hot-Dip Galvan- 
ized Steel Windows. Okay, so how 
do I save the 3600 bucks? 


We believe you, 
Detroit Steel, but we wished you'd 


Stop the music! 


nailed down harder 
What’s a “typical plant” for in- 
Why doncha say “the XYZ 


single story, 42 windows, 
$3827, of which $827 was 


your case 


stance 
plant, 


saved 





How Oxygen...and LINDE SERVICE 


SAVED 
$700,000 


FOR ONE STEEL 
COMPAKY 


LINDE AIR PRODUCTS COMPANY 








Fenestra 


BUNDING INFORMATION 


This can 
save you 
over $3,600 


Fenestra SUPER _ DIP GALVANIZED STEEL WINDOWS 


om the anty plant in Amerie espectally 


dovigned te Mot.OWp Gatvenise vtee! windows 











DUTCH NITROGEN cooks here at the Mekog AEROSOL UMBRELLA in the making here, as John Q. Public 
Works in Ymuiden, Holland. Netherlands- sprays his fedora with one of the new water repellents. This 
exported nitrogen brings $10 million to the is the latest fast-moving home specialty, as more and more 
tulip land as domestic ammonium nitrate con- chemical processing output goes into the lucrative con- 
tinues in short supply. So, too, is the CPI sumer market. Water-repellent aerosols hit $144 million 
export market growing fatter and fatter—cur- sales last year and makers are rubbing hands at a mini- 
rently estimated at $2.2 billion. mum $5 million yearly potential. 


Dutch nitrogen, aerosol umbrella, animated orion, 


ANIMATED ORLON is an apt tag for the 
new DuPont merchandising show us- 
ing menswear puppets. With a capital 
investment of close to half a billion 
dollars, synthetic fiber makers are 
out to sell their heads off. And in the 
meantime, the growing process in- 
dustries keep expanding capacity as 
synthetics continue to replace natural 
materials. Total building bill for the 
entire field last year — $7.4 billion. 





cd 


ALERT MANAGEMENT chooses up sides on the tariff question. Here’s Benzol Products’ Executive Vice-President, 





Fred Dehls, who speaks up for extension of Reciprocal Trade and new amendments to the basic tariff law. 
Key process industries’ executives are divided on the issue and CHemicaL WEEK gives equal attention to all 
sides. As Mr. Dehls says, “I like CW because it presents all the facts on the significant chemical process news 
and developments. What’s more, it’s written in a way that makes for fast reading and complete understanding.” 


Spending stays high in the Chemical Process 
Industries . . . for synthetic fibers, packaging, 
consumer product development. . . for new plants, 
equipment, materials and services. It’s an ever- 
growing market where incessant research brings 
fresh discoveries that almost overnight become 
the basis for new and completely different in- 
dustries. And in this swiftly expanding field, 
executives depend on CHEMICAL WEEK for the 


clear perspective so essential to business planning. 


alert management, and... Chemical Week i 


CHEMICAL WEEK is written for business-minded 
men in administration, distribution, production 
and research.They’re top-ranking planners, look- 
ing for new ideas to adapt to their own operations 

. machinery, materials and methods for more 
profitable processing. And when purchase plans 
are in the making they want product information 
in the most convenient form available. That’s why 
your advertising belongs in CHEMICAL WEEK ... 
it’s process management’s own magazine. 


in the chemical process industries ... it’s management's own magazine 
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ALEMITE [ 


extended beoring Be trom 
20 waste o one goon a fo, wont 


Keath mh treet 


a 
emg Bee ET eeemnee 


| 
| 
AAO 0 ‘tna, 88 Yo 


adt64 


Alemite O1L-MIST Lebrication ae 





Alemite something to bite 


paint, the rest labor” and “the ABC 
plant, two stories, 60 windows, 
saved . Yup, we believe you, 
but your case is kind of loose. 
“Alemite Oil-Mist saved $2400 
first year” .. is what Alemite claims 
in this b & w bleed page. Suppose 
we see if this advertiser is any 
more specific. Well, first of all 
there’s a smaller print continuation 
of the headline “extended bear- 
ing life from 20 weeks to one year 


And then 


and four months.” 


rt ry 


impor 


year ana ! 
jown 


inate 


There’s lots more to this ad, but 
this is the meat. 


*We cut sidewall costs $83 per 
M_ with Shingle- 
Backer System!” 
nial type headline of an Insulite 
(Div. of Minnesota & Ontario Paper 
Co.) spread. Photo of the builder 
who said this in upper left corner, 


Below a_ bold 


Insulite’s new 
is the testimo- 


adjacent to head. 


subhead . . 


ou can maintain high standards 
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“We cut sidewall 
per M with 
Shingle-Backer 


y 
their money 

This ad is extremely well docu- 
mented. Through it in various cap- 
tions and copy decks you find such 
specifics as “Cuts application time 
as much as 43%.” “One carpenter 
can sheath 1000 sq. ft. in 8 hours or 
“Resists beyond 250 
mph.” All this certainly earns it 
an OK AS INSERTED to Joun 


FORNEY, account 


less.” winds 


supervisor, W. S. 
WHEELER, copywriter and Ed Ryan, 
art director, Campbell-Nithun, 
Minneapolis. 

“Plastics plant saves $4000 in one 
. according to The Pure Oil 
Company. Then this color page 
continues, “Read how you, too, can 
save with Pure Oil Industrial Lu- 
bricants.”’ The $4000 claim is backed 


up by this picture-caption: 


year!” 


but while you 


Well, all right 
were at it, you might have let us 


costs *83°° 
Insulite’s mew —"°"---" 


System!" : sae 
| T45 -y 
nai a eso . ' y Bae 


Mew’ Imowtite 
develop: giemeoe 
treatment for acbestos- 


i 


Build and insulate with dewble duty 


_ INSULITE 











Plastics plant saves $4,000 in one year! 
Read how you, too, can save with... 


PURE OIL 
INDUSTRIAL 
LUBRICANTS 


* 











in on what exactly “Purosol 10” is, 
But let’s switch over to the 
which tells “how you, 


fellers. 
main text 


too”: 


Interruption, please. So does ev- 
ery other oil company so far as we 


know. 


rn 


Ana 


What else? 





‘PAID CIRCULATION THAT KEEPS ABREAST_ 
og THE wetoine INDUSTRY'S GROWTH 


THE BOX SCORE... . 1945-1952 


CIRCULATION UP - RATES _ % 
[| INDUSTRY & WELDING 
RATE INCREASE 





103% 


93% 
89% 


93% 
103% 
74% 


WELDING ENGINEER 88% 
INDUSTRY & WELDING 17% 
WELDING JOURNAL --—-—- — 8% 


WELDING ENGINEER 
RATE INCREASE 


INDUSTRY GROWTH 











"INDUSTRY SALES UP 89% 


WELDING JOURNAL 
RATE INCREASE 


INDUSTRY & WELDING 
CIRCULATION 


11% 


WELDING JOURNAL 





¢ The welding market is expanding! 
Since the end of the war it has ac- 
celerated far more rapidly than aver- 
age, far more rapidly than the aver- 
age of industry generally. The sales 
of welding equipment, supplies and 
gases from 1946 to 1952 have in- 
creased 89%, but now it is even faster 
—between 1949 and 1952 the increase 
was 66%. Such growth forecasts a 
tremendous future for the welding 
industry. 

The circulation of THE WELDING 
ENGINEER has kept pace with the 
expanding market—and the space 
rate increase of THE WELDING ENGI- 
NEER has been in keeping with the 
circulation increase. 





In short, you pay for what you get 
with THE WELDING ENGINEER—cir- 
culation increase matching industry 
growth, and circulation where the 
market possibilities exist. 


Since the end of World War II the 
ABC paid circulation of THE WELD- 
ING ENGINEER has increased from 
9,972 (December 31, 1945, ABC state- 
ment) to 18,728 (December 31, 1952, 
ABC statement) or 88%. This is 
five times the 
percentage 
growth of the 
next magazine 
in the field. 


HEADQUARTERS 
FOR WELDING 


INFORMATJON 


330 WEST 42nd STREET 
New York 36,1.Y. 


(bP 


(at) 





CIRCULATION 


€. 


| 
ry ‘ 
‘ cage 8 < 
ing antes 
onal 
K2 ¥ aw ee Jan 
a wr. OF 
alee ges WN Oe " 
raw io“ ‘ 
mv i enene® : 
nd jprie | 
v ‘ 
Comp 
x. 
| | fi t 
ie S 


4 
cadet) 


z ~~ nee 
poring’ “ 
@ THE yal 72 


an ROY" puilt OY 
were 


oe] 
Y 


In an impartial 1952 survey made by the Research Department 
of Charles L. Rumrill & Company, Inc., railway executives 
voted 6 to 1 for RAILWAY AGE as the publication most useful to 
railroad management. The recent doubling of paid railway 
circulation within a two-year period confirms this finding. 


Advertisers, voting with hard dollars, also put RAILWAY AGE 
far in the lead in its field. In 1952 RAILWAY AGE carried 83% more 
advertising pages than the next publication. 


RAILWAY AGE is part of the business of railroading 
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news 


News impact is what gives 

force to RAILWAY AGE—the only 
railway business publication 
that covers news of importance 
to the industry ... weekly. 











== | 1 @ | technical reports 


RAILWAY AGE reports all 
significant developments in the 
technical phases of railroading 
from the management and 
business viewpoints. 











business methods 


RAILWAY AGE covers the major 
problems of effective manage- 
ment and operation, including 
traffic, customer relations, office 
procedure, purchases, finance, 
personnel and public relations. 











trends 


RAILWAY AGE’s 27 editors dig 
constantly to uncover trends 

and explore their possibilities 
and probabilities. They know 

railroading, railroad men and 
railroad problems. 








headquarters for Railway Marketing information 


Ga 


SIMMONS-BOARDMAN PUBLICATIONS “gp 


New York 7, 30 Church Street * Chicago 3, 79 West Monroe Street * Cleveland 13, Terminal Tower 


RAILWAY AGE + RAILWAY LOCOMOTIVES & CARS + RAILWAY TRACK & STRUCTURES - RAILWAY SIGNALING & COMMUNICATIONS 


June 1953 /'89 








iG ) DeVilbiss low-pressure 


Bion appliance manufacturer 
te Oe ledwy 








spraying saves 
*50.000 a year! 


fom arrren Stmvice- guy 


DeVitsis 








“Minimize, etc.” is a general claim. 
So is the “simplify” business. We 
think the big play might have been 
made around the “reduce your 
lubricants inventory.” We ain't con- 
vinced that we, too, could save with 


Pure Oil 


“De Vilbiss low-pressure spray- 


ing saves appliance manufacturer 
$50,000 a 
whopping big saving, believe us. 
And The De Vilbiss Company gets 


hold of it in the very first paragraph 


year!” . . and that’s a 


of this picture spread . . 


“We saved $1200 yearly on win- 
dow breakage with PC Glass Blocks 

. increased the value of our build- 
ing 25%” reads this Pittsburgh 
Corning Corp. color page. Head- 
line is a quote from S. A. Norris, 
Jr. of the Homestead Valve Mfg. 
Co. Like to hear the story .. . 
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*% $7,500 spent on Farval earned 
us $389,640" Wowie! Get into 
this one fast and see how come The 
Farval Corporation can make such 


a shocking claim: 


We're buying Farval Centralized 
Lubrication, and we don’t even own 
a plant. We're sold, brother. OK 
AS INSERTED, extra large, bold 
caps to KENYON STEVENSON, Gris- 
wald-Eshleman Co., Cleveland. 


Tick-tock, tick-tock 
Time is money! 


Now, let’s carry on and see what 
people can do selling time . . in the 
form of greater production 

“Heat Prover Completed a _ 30 
Hour Burner Test in Just 6 Hours!” 

is the claim of Cities Service Oil 








$. A. Norris, Jr. 


Here's whet you get 
with PC Gloss Blocks 


even sree 





“We saved $1200 yearly on window 
breakage with PC Glass Blecks 


. increased the value of our building 


Pittsburgh Corning orporation | 


m 


2S 
2 oon 


METS 1O ADEQUATE LUBRICATION 








FRET LUBRICATION SURVEY. \s 


VIAN GA 











° SALES EPISODES No. 5- 








THE PLUGGER 





... he’s dogged and determined, 
what you might call 

a diamond in the rough... 

slow looking maybe, 

but you ought to see 

his yearly total! 









































He knows, from long experience, 

that persistent selling 

(and persistent, bedrock advertising) 
work wonders in getting the one big OK 
that counts most. 





And he knows well that when it comes 
to the purchase of power-field equipment, 
he’s most likely to get this one big OK 
from a POWER reader. 

















Why? 

Because POWER’s audience 

of 45,000 paid subscribers 

is, by far, the largest, most active 

and responsive audience available 

... because 45,000 buyers read POWER 
with interest, placing full confidence 
in its editorial information 

and the fact-filled, 

useful advertising you give them. 





That’s why 

manufacturers 

(and good equipment salesmen) 
know: 











BEHIND IT 
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Aasasing (ites Service thew Prover Works ‘ Times 
hs tent As Ghd Method Mere hecurate, Too! 





Lowe Brothers ZINOXIDE 





Primer 
handling time in half! 


king job- 
tter look 
produces ab otes sanding 


e 
in 
practically elim 


a Lowe Brothers 


wimisMes FoR INOUST 











Co.  Subhead “Amazing 
Cities Service Heat Prover Works 
5 Times As Fast As Old Method .. . 
More Accurate, Too.” But here, 
let the customer, Robert Pixler of 
Eclipse Fuel Engineering Co., tell 


insists, 


you in his own words: 


Satisfied? So are we. 


“Push-button brushing deburrs 
1400 parts per hour” claims the 
Osborn Mfg. Co. Text first states 
the problem “to remove feather 
burrs from a machined slot in alu- 
minum ammunition components 

fast.” Then, the present method 

“hand output only 360 per hour and 
results not uniform.” So what did 


they do about it? 
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“Now, interchange Gas and Oil 
Firing in 10-seconds” succinct 
and sweet is this Cleaver-Brooks 
message. Second headline ampli- 
fies . . “Two simple motions elim- 
inate time consuming change-over.” 
illustrated 
“1-Turn selector 


switch to gas or oil” 2-Turn off 


Dominant little panel 


does the rest 


one fuel line and open the other.” 


QED. 


“Lowe Brothers Zinoxide Primer 
cuts spray booth handling time in 
half!” . . another case study in a 
spread for Lowe Brothers Company. 
A truck body 
Zinoxide on a large, hard-to-prime 
truck body. He 


Zinoxide flowed out smoothly. 2- 


manufacturer tried 
discovered “I- 
Dried in minutes. 3-Required no 


4-Ready for 


5-Smooth, 


finish coat 


beautiful 


sanding. 
immediately. 
gloss.” Well, all the promise and 
implication of the time-saving is 
here . . but it’s not backed with the 
study figures 


actual case many 


hardheads would insist on having 

* “Output up 150% with Red 
Sabre Bits” is the feature in Tool 
Steel Topics’ a news-format ad of 
Bethlehem Steel. We like the ap- 
proach 


An OK AS INSERTED to pe. B. 
HALL, copywriter, Bethlehem Steel 
Co., Bethlehem, Pa. 

“How Stewart-Warner makes One 
Tape do the Work of Two”. . here 
Polyken Industrial Tapes demon- 





te baat J tal Se heey ve 4 


¥- 
- 


if up ~ pet 
with Red Sabre Bits 


SETHLEMEM TOOL STEM 
emaumese says 














Dou tl miss 
THIS PROFITABLE COMBINATION! 


7, A Rich and Growing Materials Handling 
and Packaging Market... 


WAS y The 11 Western States 
MONTANA 
PERFECT “CLIMATE” FOR BIG SALES .. . a high percentage of 


West’s industrial expansion is in brand-new plants where you 
WYOMING 





can sell complete materials handling and packaging systems! 








BIG NEED FOR EQUIPMENT . . . phenomenal growth (4,177 


manufacturing establishments added in the 1947-50 period), 


coro 








rising labor costs and increased production create extraordinary 
ARIZONA NEW . . . 
re! ode -quipment ¢ thods. 
MEXICO interest in modern equipment and method 





2. The Extra Attention Value of WESTERN INDUSTRY'S 
August Materials Handling and Packaging Issue 


Out August 15... Closes July 25 





EDITORIAL EMPHASIS . . . practical, brass-tack articles answer 
ing the ‘‘what,"' ‘why’ and ‘‘how" of packaging and materials 
handling problems in Western plants assure high readership and 
attention. 


READER RESPONSE .. . comment on the 1952 Materials Handling 
issue: 
. reflects a great deal of original thinking of a very 
high caliber . . . on behalf of our entire AMHS mem- 
bership, | wish to thank you.'' D. W. Pennock, Pres 
ident, American Materials Handling Society. 

















INCREASED CIRCULATION .. . August issue will have circulation 
in excess of 10,000 


Phone or write our nearest 
District Manager... Regular Rates Apply—page $280.00; 2 page 
$140.00; Ys page $70.00 — one time, black and 
white 


Don't miss this sales-building opportunity 
reserve space NOW. 


DISTRICT MANAGERS: 
NEW YORK—Richard J. Murphy SAN FRANCISCO—V. C. Dowdle 
107-51 13)st St., Richmond Hill 19 609 Mission St., S. F. 5, Calif 
Telephone JAmaica 9.265! Telephone YUkon 2.4343 


CLEVELAND—Clifford E. Beavan LOS ANGELES—J. E. Badgley 
3307 E. 149th St., Cleveland 20, Ohio 128 So. Mansfield, L. A. 36, Cal 
Telephone Skyline |-6552 Telephone WEbster 8.8512 





CHICAC ’ 
A King Publication HICAGO—A. C. Petersen PAC. N. W.—Arthur J. Urbain 


> 5 i : 3423 Prairie Ave, Brookfield, II! 609 Mission St., S F. 5, Calif 
609 Mission Street, San Francisco 5, Calif. Telephone Brookfield 532 Telephone YUkon 2.4343 
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strates how effective a headline can 


its economics 


An- 
covered tightly by 


be when you reduce 
to the simplest possible terms 
other case study, 
the text 

“How 


Minute?” . . is 


but International Busi- 


18,000 Characters a 
time-saving 


fast is 
not a 
piece per se, 
successfully creates 
for it that 


and this opening gambit 


ness Machines 
that 
headline 


atmosphere with 


‘Put 


Scranton’ 


New 


says 


“Eaton 2-Speed Azles 
York 
Pennsylvania freight line operator” 
Bless you, Eaton Manufacturing 
of Cleveland, Ohio, for of 
time-saving headlines 
And the 


full of vitamins 


2 hours nearer 


Co 
the 


we've ever 


one 
best 
read text is 


just as good, 


An OK AS INSERTED to artuur 
EATON, copy chief, 


Co., New York 


Erwin Swasey 


“How 
National 


Boost-Of-The-Month . . 
much will with 

Floor Audit?” is the question The 
National Cash Register 
asks department store executives in 
this Yes, 
presentation 
of 


with a 


you save 


Company 


unusual unusual, 
of its 


side-view 


page 
layout 
black 


registers 


because 
silhouettes 


six cash each 


signed savings testimonial on it 





me! cated vetume °15 608 
2 year, caves 9900, ges 
wlormation woth 
12 900 

How much will you save with 


Floor Audit ? 


THE MATIONAL CASH REGISTER COMPART oarre: 











And convincing, 
and damn 
ARTHUR RICHARDSON, 
New York. 
The Copy Chasers 


so on 


Quick, 
good selling. You done 
good, McCann- 


Erickson, 





een e 
ONE TAPE dete WORK OF TWO 


Polukent 


suDusT Label TAPES 





* 


EATON 2-Speed Axles 


Put New York 2 hours 


HOW FAST IS 
. 


18000 Chassctons 0. Minuty, 7 











Let’s Look at 


Some More Records! 


F 
: 
3 
F 
1 
3 


RECENTLY IN THIS SPACE we dramatized the growth 
of TEXTILE WORLD in total paid subscriptions 
to the high point of 25,382, a figure never before 
approached by any other textile-mill publication, 
paid or free. Nearly 70% of these TW subscribers 
are mill men ranking from overseer and depart- 
ment head to manager and president — the men 
who influence and decide purchasing; the men you 
must reach with your sales message if it is to per- 
form to its maximum for your benefit. 


Nearly 600 advertisers recognized these benefits 
last year by placing 2,582 pages of advertising in 
TEXTILE WORLD, the largest number of adver- 
tising pages carried by any textile-mill publication. 
TEXTILE WORLD has lead the pack in this 
feature for many, many years, evidence of an over- 


FIRST in circulation * FIRST in readership ° FIRST in buying-power penetration * f1RST in advertising volume 


whelming vote of confidence on the part of active 
advertisers. 

TEXTILE WORLD is thus the major channel of 
intercommunication between suppliers, techni- 
cians, and researchers serving the textile industry 
and the operating and administrative executives 
in the mills. Its comprehensive editorial and adver- 
tising pages form not only a profitable institution 
of learning for its audience but the one great 
market place for those who buy and sell the prod- 
ucts and services necessary to establish and main- 
tain textile mills. 

If you are selling to the textile industry, TW is 
the logical and effective medium through which 
to drive home your sales message. Write or wire 
for details applicable to your particular needs. 


TEXTILE WORLD « 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


ANY MACHINE IN THE MILL 
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NIAA is a Great Influence 


® Members of the National Industrial Adver- 
tisers Association, which is holding its annual 
conference in Pittsburgh this month, are right- 
fully proud of the great record of this organiza- 
tion, the only one of its kind in the world. It has 
size, prestige and a great reputation for getting 
things done. 

That NIAA influence is more than conversation 
was illustrated by the fast and effective way in 
which the association swung into action last 
month when it appeared that the necessary ap- 
propriations for the 1953 Census of Manufactures 
would not be forthcoming. The money for this 
census, along with those of business and agricul- 
ture, was lopped off the appropriations bill by the 
House committee, and it quickly became evident 
that if this vital statistical service were to be 
saved for the industrial marketing field, some- 
thing would have to be done, and done quickly. 

At this point the executives of NIAA swung 
into action. Meetings were held in New York by 
President Gene Wedereit, Executive Secretary 
Blaine Wiley, Past President Jack Apsey, Vice- 
President Bill Sproull and others, and a decision 
to push hard for the necessary Congressional ap- 
propriations was made. President Wedereit and 
Secretary Wiley signed a joint telegram to Sen- 
ator Styles Bridges, chairman of the Senate ap- 
propriations committee, urging that the Census 
of Manufactures appropriation be restored to the 
bill. The newsletter of the association urged 
members to telegraph their sentiments to the Sen- 
ator, as well as to their own representatives in 
Congress. The importance of the Census to the 
industrial advertising and marketing field, as a 
vital and indispensable aid to planning for cur- 
rent sales work and future sales development, was 
emphasized in dramatic style. 

As this editorial is written, we do not know 
what the final fate of the 1953 Census of Manu- 
factures will be. But we know that the NIAA 
has used its great influence in a way that will be 
felt on Capitol Hill, and that it has justified its 
place as the spokesman for the manufacturers of 
the country engaged in marketing capital goods, 
materials and supplies to American industry. We 
are confident that whenever it sees fit to put its 
power and prestige back of a project, that project 
has more than an even chance of success. 

This is the sort of intelligent and vigorous ad- 
ministration which NIAA is receiving from the 
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speaking 


many able men who have devoted so much of 
their time and effort to its affairs. With men of 
this caliber at the helm, the membership of the 
National Industrial Advertisers Association may 
be sure that it will continue to progress, and 
that it will render enormously valuable services 
to the marketing interests of the country. 


“Merchandising” is a Dynamic Word 


® As readers of IM know, we are exploiting the 
undeveloped possibilities of the strategic use of 
promotional aids to good selling under the gen- 
eral theme of industrial merchandising. The con- 
cept of merchandising to make better and more 
successful use of all of the advertising and sales 
activities of a company is not new, but it has not 
been utilized in the way that will be necessary in 
the more competitive era that lies ahead. 

Some of our good friends have suggested that 
the many promotional aids with which they have 
surrounded the sales operations of their compa- 
nies may be called merchandising, even though 
that term has not been applied to them. They are 
indeed part of an over-all merchandising program, 
but the difference lies in the dynamic use of the 
strategic concept 

By that we mean that merchandising is the 
complete plan for selling, in which personal sales 
effort is surrounded and supported by advertis- 
ing, sales promotion and distributor and dealer 
cooperation. It becomes the master plan for mov- 
ing the goods, and every detail is carefully geared 
and devetailed with relation to every other part 
of the plan. Instead of being merely something 
added to routine selling effort, merchandising be- 
comes the over-all blue-print, in which personal 
sales efforts are a part of the program, along with 
every type of promotional effort. 

That is why “merchandising” as a concept has 
such dynamic effect on sales organizations at all 
levels in the manufacturer, distributor and 
dealer set-up. Every salesman who is exposed to 
the idea of a complete and vigorous program, in 
which he plays a predetermined role, and under 
which he receives support which brings prospects 
much closer to actual purchase, becomes an en- 
thusiastic unit in the drive for business. That is 
why industrial merchandising will be the key to 
greater sales volume and greater profits under 
conditions not favorable to routine, static ideas 


about industrial selling and distribution 
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WILL HIS SPECIFICATIONS 
CALL FOR YOUR PRODUCT? 


For example. consider Maurice H. Connell & Associates, 
Inec., consulting engineers of Miami. Services rendered 
include: Investigations... Reports .. . Consultations 
... Designs... Plans... Specifications » » « SUpErVIs 
sion of Construction. 


Ask Truman B. Wayne & Associates, of Houston. In 
the industrially mushrooming ‘Texas-Louisiana Gulf 
Coast area, these consulting engineers provide: Archi- 
tectural, Civil and Structural Engineering Services . 
Business and Financial Studies and Advice... Chemical 
and Product Development ... Chemical, Mechanical 
and Electrical Engineering. 


Many of their projects include not only 
specifying and buying of equipment, but the 
final supervision of construction and 
installation! 


“SELL the Man who TELLS the GIANTS!” 


Industry and Power Publishing Co., 


CONSULTING ENGINEER is the ONLY 
publication edited for the vital, 

special interesis of this profession. 

Through its advertising pages, you can reach ALL the 
7.600 Consulting Engineers who wield creat and grow- 
ing industrial buying power. CE. circulation is carefully 
controlled, addressed by name and title to individuals 
... in firms pre-selected for the value of projects recently 
completed, 


Its abig advertising buy-now! So discuss CONSUL LT- 
ING ENGINEER with your clients (or ageney) right 
away. (Rates are suprisingly low!) Listed in SRDS 
Business Publiea- 
tions Section and 
1953 Market Data 
Book. Or contact 
your nearby CE Re- 
presentative for 
details. 

10th 
of month preceding 
date of issue. 
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TF YOU BUILD OR SELL PRODUCTS LIKE THESE. 


Motors, Pumps 
Air Compre r 


Electrical Steam and C e 
Diet ribut Lubricat Power Plants Heat Exchangers; 
ae ce Piping Systees; Boilers: F ting 
ard Controls Fire Protecti Fee te ea r 
and ng 


What does Industry and Power offer you 


that is unmatched in advertising vatue ? 
field, only 


In its I&P gives you the unmatched 
P bulls-eye select 
4 


For 


fficiency of planned, 


rates on one 


I ‘ S C natural market--at one 
existing level of industry: The level of Execu- 
tives and Engineers responsible for Engineered 


Plant Services 


How does 1€P hand-pick the men 
responsible for Engineered Plant Services ? 


There's no magic, no hit-or-miss salesmanship in the 
I&P method. Our circulation list is hand-picked 
through expensive, painstaking hard 
and unceasing follow-up. From every prospective 
worth-while plant, we get the names, titles and ad- 
of the men who actually per 

of Engineered Plant Services 


persistent, work 


form the job 





dresses 
fu 


That way, we penetrate the confusion of misleading 
"official" titles--and locate the individuals who 
plan engineer...select...install...operate. 

and maintain Engineered Plant Services and Equipment 
like that illustrated above. 


So Industry and Power goes to the Executives and 
Engineers responsible for delivery within the plant 
--when, where and how needed-- of Electrical Energy 
...osteam Power Compressed Air...Water...Condi- 
tioned Air...Gas readers are also re- 
sponsible for Mechanical Drive Systems...Industrial 
Waste Disposal...Bulk Materials Handling...and 
other service jobs. 


Top-quality editorial material further 
selects readers you want to sell... 


top-notch editorial articles-—-written 
makes 


Our 


etc. 


With timely, 
for the Executive-Engineer level-—-I&P again 
sure of planned "reader selectivity" 


211 the men who receive I&P--and read I&P-- 


men who specify and buy--because it's their 


to buy! 
or complete details of Industry and Power's 


sing values, contact your nearby Repre 


Industry and Power 


Established 1920 
420 MAIN STREET-ST. JOSEPH: MICH. 


rp 


For Executives and Engineers Responsible 
for the Engineered Plant Services 
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Maintenance 
Equipment and Too 
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ial Diesels; Fuels, 

5 2 tokers and Firing; 
Water h 


Corrosion Contro 


Waste 


SCHEDULE 
THIS MAGAZINE 


FOR UNMATCHED EFFICIENCY 
_IN PRE-SELLING MEN WHO 
PERFORM THESE JOB FUNCTIONS 








ONLY industry and Power HAS 
PAINSTAKINGLY HAND-PICKED 
JTS ENTIRE CIRCULATION TO 
SERVE ALL THIS FIELD -AND 

THIS FIELD ONLY? 














Louis J. Ott 


26 Years with Ohio Brass 


Louis J. Ott has spent his entire business 
career with Ohio Brass Co., starting in the fac- 
tory after his graduation from Amherst in 1927. 
He was transferred to advertising the follow- 
ing year, becoming ad manager in 1935. This 
year, Mr. Ott was elected vice-president and 
general sales manager. He carries a heavy 
load, serving as director for three companies, 
a member of the advisory board of two others, 
and is active in business and civic organiza- 
tions. 


P. C. Fox 


Advertising award winner 


Although his favorite ads are “those the 
client OK’s with fewest corrections,’ P. C. 
(Pep) Fox has won 13 annual advertising 
awards in the last 16 years. His winners in- 
clude NIAA “Topper” awards in 1937, ’38, ’40 
and ’46 and Associated Business Publications 
first award plaques in 1947, 49 and '52. Pep, 
account executive on U. S. Steel for Batten, 
Barton, Durstine & Osborn, has spent his en- 
tire business life in industrial advertising. 


HPADUETIADOOADENARAS EEA 


UANDUSTOTAU AER REAR 


William C. Sproull 


NIAAK nominee for president 


A veteran of 34 years in advertising, William 
C. (Bill) Sproull, director of advertising for 
Burroughs Corp., Detroit, is the nominee for 
president of NIAA. Before joining Burroughs 
back in 1919, Bill sandwiched in a stint as a 
pilot in World War I between newspaper jobs 
on the Lawrence (Kan.) Daily Journal World 
and the Kansas City Star. Former director of 
export advertising for Burroughs, he spent 15 
months touring European markets. Bill’s a 
vice-president of NIAA. 


Lindsay G. Morris 


Versatility is his forte 


Winner of the 1952 Sheppard Award cer- 
tificate for the best industrial product cam- 
paign in Canada, Lindsay G. (Lin) Morris, 
secretary-treasurer, Brown Boveri, started 
with the company as an accountant in 1934, a 
short time later taking on the chore of looking 
after the Montreal company’s advertising. Dur- 
ing the war, Lin was with the Royal Canadian 
Navy as an officer in anti-submarine intelli- 
gence. An ardent radio amateur, he owns and 
operates station VE2CO. 
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The smashing impact of The IRON AGE 
into metalworking is unrivalled. 


The IRON AGE puts more magazines— 
35,500—each week into the reaching 
hands of metalworking management 
than any other standard-size industrial 
publication. 


Readers pay more for The IRON AGE 
than for any other metalworking paper. 


The IRON AGE covers more major plants 
each week — 18,089 — than any other 
standard-size metalworking publication. 


The IRON AGE’s paid circulation total is 
at an all-time high — 50% more sub- 
scribers than the next metalworking 
weekly . . . and 8 out of 10 renew. 


The IRON AGE persistently wins more 
readership studies, regardless of who 
makes them . . . consistently carries more 
advertising. 


The IRON AGE — and get this — by an 
advertiser-conscious policy that capital- 
izes on the strongest assets of both ABC 
and CCA, cuts the fat to the bone, de- 
livers 97% of metalworking’s buying 
power coverage to your front door. 


The IRON AGE cuts a wide ribbon clear 
across metalworking, covering all the 
buying functions — administration, pro- 
duction, engineering and purchasing. 


| | it fronAige “It does this for $11.50 per page per con- 


centrated thousand of your best pros- 


~ 


pects. Try and match that for downright 
economy while you’re at it. 
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Three-Dimensional . . Visitors at 
vie juced by Stone 


Container Cc 





exhibits / motion pictures 
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ickaging Exposition view in 


laroid glasses. 


Stone Container claims first 
industrial 3-D movie 


Want to merchandise? Be alert .. come out with a ‘first’ 


® What is probably a first has been 
chalked up to Stone Container 
Corp., Chicago, with its showing of 
an industrial _three-dimensional 


movie called “Packaging . . the 
Third Dimension.” 
The film, a trip 


Container’s 


through Stone 


Chicago plant where 


corrugated boxes are made and 
color-printed, was first shown at the 
National 
Chicago during May. 

At the exposition, the film was 
shown on a small screen with an 
15” high. 


showing was made at the monthly 


Packaging Exposition in 


image about A second 


meeting of the Chicago Industrial 
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Advertisers Association on a 6’ high 
screen. 

Audiences viewed the film through 
Polaroid glasses and shots like a 
5,000-lb. roll of paper tumbling 
toward the audience out of a store 
room were effectively realistic. 

In producing the film, Stone Con- 
tainer succeeded in realistically por- 
traying its plant while keeping 
shock techniques like the 5,000-Ib. 
roll of paper to a minimum. 

The movie was taken with a 16mm 
Bolex camera with special stereo 
equipment to produce two series of 
images on a single film and was 
shown through a single projector 


wy 


ideas 
booklets / direct mail 


slide films / sales helps 


with duplex lens. 

It was produced by Academy Film 
Productions, Chicago, with super- 
vision by the manufacturer. 


Simple welcome booklet gets 
warm response from callers 


A welcome booklet that 
warm response with a simple format 
is distributed to salesmen and other 
callers by PM Industries, Stamford, 
Conn. 

The four-page, 7x542” booklet is 
in black and white. “We're glad 
is the greeting, “be- 


gets a 


you're here” 
cause there are a lot of things we 
need and you may be bringing 
some of them.” 

In addition to offering telephone 
and other services to callers, the 
booklet gives directions for contact- 
ing needed persons, and offers a 
brief description of PMI operations. 
A one-page insert that can be 
brought up to date when needed, 
lists PMI personnel and their titles. 
Heli-Coil design contest 
promotes for future 


A promotion built around the idea 
of investing for the future has just 
been completed by the Heli-Coil 
Corp., Danbury, Conn. 

The promotion was an engineer- 
ing design contest open to under- 
graduate engineering students in 
the U.S. and Canada. 

Heli-Coil manufactures 
thread that, 
tapped holes, provide conventional 
threads with higher loading 
strengths and greater resistance to 
wear than unprotected threads. 


screw 


inserts installed in 


For the student, the purpose of 
the contest was to encourage inven- 
tiveness and ingenuity and to sup- 
plement class work with practical 
industrial problems that will help 
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If you're interested in selling to industry, you'll be 
interested in N.E.D.’s just completed study of Essex 
County, New Jersey. 

Because ESSEX is typical of hundreds of important indus- 
trial counties throughout America, we took it apart to 
“see what made it tick.”” This study gives you the informa- 
tion you need to evaluate ESSEX County’s importance 
as a market... and then to determine how effectively 


N.E.D. can help you sell in that market. 


Penetrating studies show how N.E.D. is used in important 
plants... who reads it and why... and the effect it has 
on actual purchases. 

If you haven’t read the Essex County report, drop us a line. 


We'll be glad to see that your copy is mailed immediately. 


66,699 COPIES (Total Distribution) 200,000 READERS in 40,209 PLANTS 


A PENTON PUBLICATION | 
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SUPER HIGHWAY BEING BORN. Straightening, widening 
and improving two.miles of route 99 in Oregon. This will be 
a major traffic artery between San Francisco and Seattle. 
Fourteen Oregon State Highway Department engineers sub- 
scribe to News-Record. Picture shows International TD-24 
tractor (25-year E N-R advertiser) push-loading a LeTourneau 
Tournapull (17-year EN-R advertiser). Tractor is equipped 
with Bucyrus-Erie ‘dozer (30-years plus in E N-R). 











_J...Construction Men: 


_ Nation's Biggest 
Consumers 


In 1953, construction men will buy nine-tenths of the 
nation’s entire cement production, one-third of its cop- 
per, one-sixth of its iron and steel. one-fifth of its lead, 
one-fifth of its zine, and two-thirds of all its lumber. 
This makes construction men the biggest consumers of 
materials in the nation’s economy. 

These materials will pour into projects like these. 
Each project will be unique—will never have been done 
before, will never be done again under the same cir- 
cumstances, New and unique problems will pop up — 
in labor relations, in logistics, costs, governmental deal- 
ings, legal tangles, financing, equipment use, materials 
availability and so on. 

But all of these new problems will be licked by the 
same type of people, applying the same fundamental 
principles, and using the same materials and equip- 
ment. Thus, each project, though unique, becomes really 
just a re-shuflle—a new combination of many common 
elements. 

One of these common elements wherever men are 
building is the weekly copy of Engineering News- 
Record. Because it reports al/ the news, of all the forces 
and factors that are construction, it’s the only publica- 
tion that helps these heavy-spending men with al/ their 
problems, on all their projects. That’s why, wherever 
or whenever buying decisions are made, E N-R is there. 

Consistent advertising in Engineering News-Record 
can help pre-sell your product before a project is even 
announced and continue to sell all through the con- 
struction process. 


E N-R Is There—Are You? 


POURING 2,800,000 CU. YDS. of concrete was round-the- 
clock work at TVA‘s Fontana Dam where 66 News-Record 
subscriptions help the contractor and engineer. Tennessee 
Valley Authority gets 118 copies of EN-R each week. 


WORKING CAPITOL. 


It was business as usual at 
the Capitol Building in 
Washington as a new roof 
went on the wings. EN-R 
was there each week 
with 20 paid subscriptions. 
In renovating the White 
House, 32 E N-R subscrip- 
tions went to contractor, 
engineer and architect. The 
Public Buildings Administra- 
tion, owner of these two 
landmarks, gets 8 copies 
of E N-R. 


CONSTRUCTION MEN PREFER E N-R— Architect-engineer con- 
sultants specializing in buildings also do airport and unclassified 
construction work. Worked in four widely separated states last year, 
Management surveyed its own personnel as to reading habits. Here 
are results: 


Ist Choice Total Votes 
ENGINEERING NEWS-RECORD 


ae Ist ARCHITECTURAL PUBLICATION | 
PRR 2nd ARCHITECTURAL PUBLICATION 
aE Ist SPECIALTY TRADE PUBLICATION 
aie 3rd ARCHITECTURAL PUBLICATION 
ae 2nd SPECIALTY TRADE PUBLICATION 


Ist POWER PUBLICATION 


og Ist ELECTRICAL PUBLICATION 


2nd CONSTRUCTION PUBLICATION 


Surveys mode by 30 other important construction firms show EN-® to ba most preferred publication. 


ENGINEERING 
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A McGRAW-HILL PUBLICATION —ABC—ABP 
330 West 42nd St., New York 36, N. Y. 





prepare the student for his transi- 
tion into industry. 

Expected outcomes for Heli-Coil 
are (1) to encourage engineering 
students upon graduation to seek 
employment with the company, and 
(2) to develop new uses for the 
company’s product or to develop 
new products and patents. 

The contest offered cash awards 
of $100 to $1,000 for the most orig- 
inal new design uses for Heli-Coil 
thread inserts. There were 61 en- 
trants. 

A single 8%x11” mailing piece 
was used to announce the contest. 
The mail piece was a _ four-page 
folder and contained the announce- 
ment of the contest, rules for en- 
trants, and a description of the 
thread inserts with pictures. 

It was mailed to college engineer- 
ing magazines, trade magazines, col- 
lege newspapers and general news- 
papers. 

Heli-Coil squeezed the lemon dry 
with its announcement folder, when 
by an ingenious use of two inside 
pages the folder was transformed 
into a single page promotion piece. 

Judges were top-flight figures in 
the industrial design field . . A. 
Baker Barnhart, industrial designer 
and partner, Raymond Loewy As- 
sociates; Karl H. Tietjen, consult- 
ing engineer for Ingersoll-Rand and 
partner, Nowland & Schladermundt; 
Francesco Collura, industrial design 
practitioner and instructor; George 
F. Nordenhold, editor-in-chief, 
Product Austin H. 
Church, professor of mechanical en- 
gineering and chairman, Mechan- 
ical Engineering Dept., New York 
University; and Colin Carmichael, 
editor-in-chief, Machine Design. 


Engineering; 


The contest was planned and di- 
rected by Harry W. Smith, Inc., 
technical publicity, in conjunction 
with C. Elmer Gischel, 
motion manager, Heli-Coil. 


sales pro- 


Dravo uses flight motif 
to publicize annual contest 


Dravo Corp., Pittsburgh, stimu- 
lates employe interest in its 15th 
Annual Technical Paper Competi- 
tion with a folder designed like a 


plane ticket. 
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The cover of the 4x7” folder bears 
the legend “Your Ticket to Oppor- 

tunity” with an illustration of a 
plane and the words “15th Year of 
Operation.” The “1 


on the second page as 


5” is used again 
“Flight No 
15.” Departure time is 
in 1953” and Destination is 
in Cash Awards.” 

An envelope attached to the lowe 
holds 


an invitation to participate. The 


“Anytime 
“$1,200 


portion of the second page 
face of the envelope contains “pre- 
flight” 
tor. 


suggestions for the competi- 


The annual contest is open to cor- 
poration and subsidiary personnel. 
In addition to keeping Dravo engi- 
neers alert to the technical news 
value of their activities, the contest 
also provides an extra measure of 
incentive in the performance of 
routine projects, according to the 
sponsors. 

Papers or articles entered must 
be delivered before a recognized 
professional group, trade association 
or other organized group or pub- 
lished in the official 
transactions of a recognized profes- 


journal or 








Ticket to Opportunity . . 


sional society, in the company’s 
quarterly external publication or in 
bona-fide business, general, trade 


publication or newspaper. 


Gimmicks that actually work 
are attention getters 

Mailing piece gimmicks that actu- 
ally work are featured by Lawrence 
Paper Co., Lawrence, Kan., and 
Roberts Industries, Branford, Conn. 

Lawrence Paper packaged a pana- 
tela type cigar in its corrugated 
board to announce a new repre- 
sentative. The 4 x 5” mailing piece 
carries a picture of the retiring 
representative with the words, “I’m 
proud to announce a new arrival in 
the territory.’ The inside cover 
pictures the new representative. 
Facing the page is the 14” thick 
board 
fresh, firm and ready to 


corrugated containing the 
panatela, 
smoke. 
Robert Gair Co. 
kits to construct five different types 
of small water-craft. The attention- 


packages boat 


getting gimmick fixed to the re- 
lease is a tiny compass about 12” in 
diameter. No toy, 

handy pocket size and the needle 
invariably points north. 


the compass is 


rf, 


TECHNICAL PAPER 
COMPETITION 


PLIGHT REGULATIONS 
To qualify, each ae or orticle shall... 


don't be aNO SHOW 
START EARLY! 





for better selling, training and 


demonstration through photography 


Audio-Visual methods pay off in many ways 
++. @ few examples from the files of 
Kodak Audio-Visual Dealers 





Automotive repairmen taught how to sell 


“Each of our 28 District Managers was sent a Kodascope 
Pageant Sound Projector for showing our 16mm. color film 
to groups of independent automotive repairmen. The pic- 
ture shows and tells them how to become better merchandis- 
ers and more sales-minded—is helping them recapture a 
bigger share of the potential market for our product. Re- 
sults have been very gratifying and we are glad to report 
that the projectors have given us excellent performances.” 
—From a large manufacturer of piston rings. * 


Sells more animal feed with pictures 


Recently a distributor of vitamin concentrates used in the 
manufacture of feedstuffs bought a Kodak Signet 35 Cam- 
era to take color slides showing various phases of his busi- 
ness. To project the slides he uses a Kodaslide Table Viewer 
which he sets on customers’ desks. The customer himself 
changes slides while the distributor talks. “This idea high- 
lights important sales points, enables our customers to see 
what we are talking about. We have built interest and in- 
creased our sales with this technique. Now all our men are 
using Kodaslide Table Viewers."'* 











Am. al) 


Heavy-duty movie projecier 
mounted on truck for road shows 


To meet the varying requirements of its current road show, 
one of the world's largest automobile manufacturers mounted 
a new heavy-duty Eastman 16mm. Projector, Model 25, on 
a truck, achieving the advantages of a portable unit. Some- 
times showings of its films must be made under adverse con- 
ditions, requiring powerful illumination and ample but un- 
distorted sound, which the Model 25 provides. But rolling 
around the country on all kinds of roads also demands a 
projector that can withstand rugged handling. Experience 
to date indicates that this unit, while designed for theater- 
quality projection on a day-in day-out basis, is functioning 
efficiently in its role as a portable unit. * 


*Name on request 


Make own movies for training and job studies 


“The Cine-Kodak Special Il Camera we purchased in 1949 
has proved very satisfactory. We have used it for making 
technical training movies, such as time studies. Our processes 
have been filmed to train foremen and supervisors; also for 
interplant discussions. An intangible point of value is the 
greater effectiveness gained by the use of locally produced 
films because of their pertinence to specific problems under 
study. It has had a good workout on employee social and 
sports events promoted by the company, too.'’—From a na- 
tionally known sewing machine company. * 


These are but a few examples of the ways in which 
Kodak Audio-Visual materials are helping business and 
industry to make and sell better products. For the name 
of your nearest Kodak Audio-Visual Dealer—one of a 
coast-to-coast chain of sales-service representatives— 
use the coupon below. W 





EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


Please send me name of nearest Kodak Audio-Visual Dealer; also 
complete information on the products checked: 


16mm. motion-picture cameras; [_] 16mm. sound projectors; 
miniature still cameras; [_} color slide projectors, table viewers. 


NAME_____ POSITION 
COMPANY 

STREET 

Gry... 


STATE 


BUSINESS FILMS .. . demonstrate, train, dramatize, sell 





Sales promotion ideas. . 
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One-way booklet ends up 
serving three functions 


A booklet designed for one pur- 
pose by Snow-Nabstedt Gear Corp., 
Hamden, Conn., ended up with a 
three-way function. 

The booklet was prepared as a 
giveaway piece for a boat show and 
was planned to tell about Snow- 
Nabstedt 
ment philosophy strictly a “good 


will” The booklet 


job so well it later was distributed 


operations and manage- 


piece did its 
to company employes and to com- 
pany distributors 

Pocket-size (7x5’), 12 pages, and 
the 
with 


three colors, 


“Products 


lithographed in 
booklet is entitled 


Personality.” 


One-page catalog pushes hard 
for Electronic Rectifier 

A one-page that 
the prospective buyer an instanta- 
neous idea” of how its products can 


catalog “gives 


fill his needs is pulling a heavy 
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response for Electronic Rectifier Co., 


Rochester, N. Y. 


Printed in readable type, larger 


than that commonly used in news- 


papers, 


the 


one-page 


catalog 


Car- 


ries in each side margin a narrow 
montage showing the items in the 
catalog 

The catalog is used as a mailing 
piece and, according to Edward 


Dickinson, 
“taken the cake for stirring up in- 


advertising agent, has 
terest.” 

In addition to the 12 items listed 
the 


other 


in the one-pager, 
115 
Because of the response it has re- 
20,000 


company 
manufactures products. 


ceived, an additional copies 


are being printed. 


House magazine insert 
demonstrates ‘VPI’ 

Monsanto Chemical Co., St. Louis, 
used a unique insert in its external 
publication to familiarize potential 
VPI (vapor 


phase inhibitor) papers for rust pre- 


customers with its 
vention. 

Included in the February-March 
issue of “Monsanto Magazine” was 
a 5 x 814” brown paper bag treated 
VPI 
Monsanto’s dicyclohexylamine 
which slowly evaporates, filling the 
bag and completely enveloping its 
contents with a vapor which pre- 
vents ferrous metals from rusting. 

A note to readers printed on the 


with a product made with 


bag says, “So many of you expressed 
the VPI 
described in our Oct.-Nov. 1952 
issue, (‘A New Concept for Rust 
Prevention’, by Warren Easley), 
that we are enclosing this bag for 


Richard 


active interest in papers 


you to examine and use.” 
E. Stockwell is the editor. 








No oil derricks on Fifth Avenue, 


no copper mines on Lower Broadway... but 


New 72-nage statistical handbook 
shows why New York Is 
America’s biggest industrial market 


What makes an industrial center? Is it smoke- 
stacks? Is it assembly lines? Is it streams of workers 
traveling to factories at dawn? 

Yes, all these things mark an industrial center. But 
there are many others, too. An office in New York 
employing only half a dozen people may be more 
important to you, an industrial advertiser, than a 
plant in Pittsburgh or Birmingham or Detroit 
employing thousands. 

“New York: America’s Biggest Industrial Market,”’ 
a new 72-page statistical handbook of New York 
just issued by The New York Times, reveals many 
“hidden” factors that make New York your most 
inviting industrial market if you sell to industry. 
This study shows: 

. that the New York industrial area has over 
one-fifth of all U.S. manufacturing estab- 
lishments. Complete breakdown by types 
of industries is provided. But even more im- 
portant... 


. that many great industries have their main 
offices in New York where executive, finan- 


cial, planning, designing and engineering 
decisions are made that influence large-scale 
purchasing and industrial operations all over 
the country... 


. that New York is headquarters for America’s 
No. 1 industry —retailing . . . that it has im- 
portant concentrations of executive offices in 
these important fields: transportation, pub- 
lic utilities, mining and smelting, trade asso- 
ciations, public relations organizations, com- 
munications . . . all important customers for 

you. 

This book provides you with a complete statistical 

picture of New York as an industrial market... 

information never before compiled in one beok 

. 72 pages of facts and figures to help you make 
your advertising and marketing strategy more 
effective. 

You surely will want a copy of this revealing study. 

To get it, write on your business letterhead to 

Research Department, The New York Times, Times 

Square, New York 36, N. Y. 


The New York Times 


For 34 years first in advertising in the world’s greatest industrial market 
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How Good Is a Salesman? .. |) 


y about produ but mpany t 


Must salesmen know company 


finances? Ansul explains them 


® HOW MucH should an industrial 
salesman know about the financial 
condition of his company to be fully 
effective and loyal to management? 

Considerable . . enough to justify 
holding special sales meetings to 
dispense this kind of information 
and to answer salesmen’s questions 
on the subject. That belief has been 
formed lately by President Robert 
C. Hood of Ansul Chemical Co., 
Marinette, Wis., 


chemical fire equipment and indus- 


producer of dry 


trial and refrigerant chemicals. 
The 35-year-old president took to 
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the road to hold such meetings in 
Philadelphia and Chicago. Accom- 
panying him for the two-day meet- 
ings was a “team” of nine aides, in- 
cluding company Treasurer Stanley 
Holmquist, Vice-President in Charge 
of Sales L. C. McKesson, and Gen- 
eral Sales Manager Paul Larimer 

Their mission, as Mr. Hood put it, 
was to give the sales force in the 
field “a completely honest picture” 
of the company’s financial situation, 
and to explain to the men exactly 
where they stood in relation to the 


company’s long-range program for 





mee 
. =. wey 


emer IED 


a\ 
1 


— 
es 


expansion. Such information was 


given for the first time. Previously 
Ansul had made such figures avail- 
able only to the government and to 
its own stockholders. 

Salesmen from the Midwest and 
Pacific Coast attended the Chicago 
meeting; those from the East Coast 
came to Philadelphia. At both ses- 
sions, Mr. Hood spelled out the 
company’s income and financial sit- 
uation. He explained how much 
money was spent on raw materials, 
salaries, employe benefits, taxes and 
outside consultants. He revealed the 
amounts that went for dividends, 
re-invested earnings and profits. He 
displayed charts showing the ten- 
year growth of the company. 

To encourage questions from the 
audience, “listening teams” of six 
salesmen were formed .. each team 
an informal discussion group led by 








Advertising concentrated in The Journal is the 
sure way to get the MOST for the dollar you spend. 
Like the brace and bit: concentrating action in the 
right place produces the desired result. Without 
such concentration no effective impression will be 
made anywhere. 


This business of concentration is a two-way street 
for both advertisers and readers. 


Advertisers concentrate in The Journal because 
more oil men concentrate their reading time in 
The Journal. The advertiser can no more stretch 





his budget to cover a dominant campaign in all 
the more than 30 oil papers published than the 
reader can stretch his limited time to comprehen- 
sively reading them. 


Is it any wonder that experienced advertisers have 
found it pays to concentrate their advertising 
where the overwhelming majority of key oil men 
concentrate their reading? 


For ... when both CONCENTRATE . . . both get 
RESULTS! 


PROVE IT YOURSELF ... Mail to your own list (up to 500)... your own letter 


asking questions on readership ... have replies sent to you... tabulate the returns 


yourself ... then bill The Journal ... WE PAY THE COST. 


“Concentrate your advertising in The Journal... CONCENTRATION GETS RESULTS” 


TULSA + NEW YORK + CHICAGO + HOUSTON 
PITTSBURGH + LOS ANGELES + ENGLAND 





a top executive. The theory was 
that group discussion would encour- 
age shy persons to participate in the 
questioning 


How to Answer .. What kind of 
As President 


Hood had guessed, most were con- 


questions came up? 


cerned with the company’s future 
plans and expansion, rather than 
with questions about the past. A 
sampling of questions and answers: 

Q. How will the elimination of 
price controls affect the company? 
A. We don’t believe there will be 
much effect. 


Q. When can we expect delivery 
on new products? A. When tests 
are completed. 

Q. Will the company be looking 
for any international markets as a 
result of the availability of new 
docking facilities at the home plant? 
A. Probably yes, depending on 
availability of dollars overseas. 

Q. Have there been any plans to 
train sales personnel for manage- 
A. The company has 
done some work in that direction, 


There will be 


ment jobs? 


though not enough. 
more such work. 


stock to employees on a preferred 
basis? A. Yes, the company is try- 
ing right now to work out a satis- 
factory plan. 

At the conclusion of the question 
period, President Hood said, “We 
feel we have gotten considerably 
closer to our men in the field than 
we ever have before, and that they 
have a much greater understanding 
of management’s problems.” 

In the four years since he be- 
came president, the youthful execu- 
tive has hammered away at his staff 
importance of improving 
among 


on the 
communications not only 


Q. Would you advise us to in- 
vest in Ansul stock in view of the management itself, but also with 
the plant and field personnel. The 


company has only 460 employes, 


Q. What will the company do 
with the monies saved by the repeal 
A. They 


re-invested back into the 


company’s earning record? A. I 
. that’s 
will be up to you. You've seen the reports. 
business and go into new products. Q. Will Ansul license its products 

Q. What percentage of the com- for manufacture in foreign coun- 


of the excess profits tax? couldn’t advise you on that . 
chalked up sales of slightly less than 
$11,000,000 in 1952 . . and believes 
its relations are top flight among all 
personnel ranging from district sales 


tires? <A. It’s under consideration. 


Q. Is Ansul considering selling its 


MUELLER Rg Method 


pany 's expenditures went to outside 
consultants? A. About 1%. forces to plant labor. 


HERES HOW 70 GIVE 
UNINTERRUPTED SERVICE 


SAFELY 


A™& WITH MUELLER NO-BLO 
> 2 LINE STOPPER EQUIPMENT 


RP S MAKE 

cw THROUGH PIP 

r pe WADE sont ¢ STEP 4 ATTACH 
STOPPING MA~ 

~ CHINES 


fii ee ein 
AND By 
r PASS CONNECTIONS, 


oY 
MACHINE HMOWERE 
with 4 f 
- 5 5S RUBBER 
9 ARE ATTACHE 
ERTING BAR 
WHEN IT IS NECESSARY TO REPAIR OR WPPING MA 
REPLACE A SECTION OF DISTRIBUTION PIE . 
° S UNDER PRESSURE 

AL. PROBLEM AN 


PG INSTALL NEW TBE. OLD 
T OUT, ONE UNE ABANDON 
Ew TEE WELDED IN PLACE 
r GATE VALVES 

WS MACHINE S 


R co. 


ve pees 


110 / Indust i Marketing 


-~ 








You walked in to see him—told him your story — 


and his “ves” or “no” decided things in a hurry. 


That was before the days of mass production. 
Now the man at the roll top desk is only a 
memory ...and a dusty one at that. His 
counterpart today is the management chart— 
indicative of the group that participates in 


running a plant. 


DIRECTORS 





UY Gay 


| 


Ginn AK, 


| | 
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When one man 


ran the company... 


...communication 
was a cinch 


Decisions are made and influenced at many 
different points in this complicated structure of 
management, production, engineering, sales and 
purchasing men. Limited time reduces the sales- 
man’s direct communication to a few so-called 


key men in each company. 


That brings up a problem that concerns alert 
management in every company. How to increase 
the effectiveness of those important and expen- 
sive personal sales calls—and how to communi- 
cate regularly with the behind-the-scenes 


influences who have a part m each “yes” or “no.” 


Mass-communication intelligently and adequately 
used is the answer. Your advertising agency is 
experienced in the methods of mass-communica- 
tion to industry. Check with them to make sure 
you are reaching all the functions with a voice 
in the selection of your products. Check, too, to 
make sure that your advertising job has kept pace 
with the tremendous growth of the markets you 
are trying to sell. We'll be glad to help, too, with 
market and coverage data on any of our publica- 


tions, based on Penton’s Continuing Census. 


™© PENTON fausuus 


PENTON BUILDING e CLEVELAND 13, OHIO 





Congress, management, public 


must be sold industry census 


The 1953 censuses of business and manufacture are in danger of 
being abolished. The House has passed a Commerce Department 


budget without providing funds for the censuses. 


They are vitally 


important .. probably the most basic tool used by companies selling 


to business and industry (IM, May, p. 97). 
Make sure your Congressmen know how you feel 


fate of the census! 
about it. 


By Stanley E. Cohen 
S THE GOVERNMENT spends millions 
of dollars on the collection of sta- 
tistics, but once again . . in the con- 
troversy over appropriations for the 
1953 censuses of manufactures and 
business we have proof that the 
government's work in this field is 
not popularly accepted in Congress. 
When the Bureau of the Census 
was explaining its plan to spend 
$11,500,000 to make the “bench- 
mark” studies which are scheduled 
for 1953 


passed by 


under basic legislation 
Congress several years 
ago, one member of the House Ap- 
propriations Committee commented 
that the collection of statistics is a 
fascinating hobby, “like collecting 
stamps.” Subsequently the com- 
mittee, and the House, voted to re- 
ject the entire program . . as some- 
thing that could be deferred. 
Ironically, the Census Bureau is 
a victim of a hostility to statistics 
which is largely a result of the ac- 
tivities of other government agen- 
cies. The Census Bureau’s profes- 
sional integrity and the value of its 
programs are widely recognized. 
But with so 
agencies mailing out forms and col- 
lecting statistics, the Congress and 
the business men who have recently 


many government 


come into the government sniff sus- 
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Keep your eye on the 


piciously each time a statistical pro- 
gram comes up for consideration. 
During the past 20 years, the 
number of government agencies in- 
volved in statistical work multiplied 
and business men were flooded with 
While 
many of these programs were un- 
doubtedly conceived for noble pur- 


demands for information. 


poses, the requests were repetitious, 
and the demands were unnecessar- 
ily complicated. Often the task of 
filling out the form fell on a comp- 
troller or other company official 
who had no knowledge of a possible 
benefit to industry. 

Particularly after the outbreak of 
World War II, the avalanche of 
forms reached such proportions that 
finally established a 
of Statistical Standards 
and a special advisory committee 


government 
Division 


on reporting forms in an effort to 
weed out duplicated effort and un- 


necessary questions. 


Some Criticisms . . To the extent 
that this Division of Statistical 
Standards has tolerated work of 
dubious importance, the pool of 
good will for government statistical 
work has been drained. And there 
have been many examples of break- 
downs in the machinery which is 
supposed to be policing the statisti- 
cal work. 


One of the most celebrated oc- 
curred last fall when the Bureau 
of Labor Statistics released some 
figures on consumer savings which 
directly conflicted with estimates in 
the same field published by the 
Department of Commerce and the 
Federal Reserve Board. 

Over the years, too, Congress has 
come to look at many of the statis- 
tical programs as “made work” de- 
veloped by “empire builders” with- 
in the government. Recently, for 
example, the Census Bureau issued 
figures on individual income, which 
were collected in conjunction with 
labor force studies. These census 
figures are unquestionably an im- 
portant contribution to knowledge 
in this field. But there are at least 
three other agencies 
publishing information on this sub- 
ject. The economy-minded Con- 
gress, trying to distinguish the dif- 


government 


ference in the work done by these 
agencies, inevitably asks, “Why?” 
One of Commerce Secretary Sin- 
clair Weeks’ first actions after tak- 
ing office was to express his con- 
fidence in the Bureau of the Cen- 
sus as the basic fact-finding agency 
specifically visualized by the found- 
ing fathers of the Republic. 
tary Weeks has expressed hope that 
more of the government’s statistical 
work will be concentrated in the 
Census Bureau. At the same time 
he has asked the National Distribu- 


an advisory group 


Secre- 


tion Council 
made up of top executives in the 
sales fields . . to appraise the work 
of the Bureau to insure that the 
Census programs are worth while 
znd supportable. 


Two Categories . . The Bureau's 
work falls into two general cate- 
gories the so called “benchmark 
censuses”; and the current statistics 
program. 

Of the two categories, the “bench- 
mark statistics” are the least con- 
Spaced out over a 10 
year period, the “benchmark” sta- 


troversial. 


tistics are supposed to give close- 
to-perfect information on all phases 
of American life. 
housing counts are taken each dec- 


Population and 


ade. Business, manufactures, min- 
eral industries and _ transportation 
are inventoried every five years for 
the “3” and “8” years. Agricul- 
ture, under a law passed less than 
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Advertising men aren’t expected to know 
all about MACHINERY’S Handbook. 
There’s no reason why they should—except 
as such knowledge may help to evaluate 
the readership and leadership of MACHIN- 
ERY Magazine in the metalworking indus- 
tries. The relationship is simply explained 
in this way: 


MACHINERY’S Handbook is an engineer- 
ing tool, not an advertising medium. In its 
14th edition, with almost a million copies 
sold, it rates “tops” in metalworking plants 
all over the world for basic technical in- 
formation. 


Much of the information in the Handbook 


was prepared by MACHINERY’S editors, 
and originaliy appeared in the form of 
monthly articles and data sheets. 


In actual daily practice, the Handbook is 
“the Bible of the mechanical industries” 
for production engineers — metallurgists — 
designers — draftsmen — toolmakers — in- 
spectors — foremen — supervisors — depart- 
ment managers and superintendents. 


Few “tools” exert a more potent influence 
in the minds of metalworking engineering 
and production executives. As they reach 
for the Handbook they are ever mindful 
of MACHINERY Magazine—and the calibre 
of its editorial content. 


MACHINERY'’S best advertisement is the Handbook itself. 


MACHINERY 


q> og 


METALWORKING’S MONTHLY MAGAZINE OF ENGINEERING AND PRODUCTION 


Published by The Industrial Press 
148 Lafayette Street 
New York 13, N. Y. 
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a year ago, is taken each five years, 
in the fall of the “4” and “9” years. 
These are the “benchmarks” 
the firm base used by government 
and industry for a “snapshot” of 
American life; and the point of de- 
parture for public and private in- 
dexes and samples which are the 

basis of every day decisions. 

In addition to “benchmark” work, 
Census Bureau in recent years has 
maintained monthly, quarterly and 
annual studies of retail sales, and 
the production of dozens of impor- 
Many of these re- 
ports were an outgrowth of the 
statistical work which the Bureau 
developed during World War II to 


provide the War Production Board 


tant products 


with reliable information as_ the 
basis for the allocation of scarce 
materials 

After taking over as chief of the 
Census Bureau, Dr. Robert W. 
Burgess made it clear to Congress 
that the Bureau’s program of cur- 
rent statistics is in for a critical 
review. As a professional statisti- 
cian and “consumer” of census ma- 
terials, Di 
veloped 
about the things the Bureau should 
be doing. Where the job can be 
done by private industry, he will 
insist that the Bureau withdraw 


Burgess has well de- 


and grounded ideas 


Building Good Will . . In recent 
weeks, Dr. Burgess has had an op- 
portunity to appreciate the tremen- 
dous reservoir of good will which 
has been built up between the Bu- 
reau of the Census and the market- 
ing world. As Congress pondered 
the need for the 1953 censuses, as- 
sociations and individual market rs 
rallied to the support of the pro- 
gram. Secretary Weeks and Under 
Secretary Walter Williams as new- 
comers had been completely un- 
aware of the mutual confidence that 
existed. Once the basis of support 
for the census work became avpar- 
ent, both officials 
heartedly to the defense of the pro- 


rallied whole- 
grams 

This relationship had been care- 
fully cultivated in recent years at 
what Washington calls “the staff 
level” by professional staff members 
who actually design the census pro- 
grams, meeting regularly with pro- 
fessional marketing people who ac- 
tually consume the materials 


During the preparation of the 
1953 Census of Manufactures, for 
example, there were literally hun- 
dreds of meetings involving census 
committees 


people and = advisory 


Thousands of product categories 
were defined; mailing lists were re- 
vised; and highly productive ques- 
tion forms were designed. 

Out of these conferences came 
recommendations for a better and 
more useful census. Out of the con- 
ferences, too, came plans for a less 
expensive census . . for example, a 
proposal to eliminate the enumera- 
tion of nearly 1,000,000 “momma 
and poppa” stores, which will be 
tabulated in the Census of Busi- 
ness merely by checking location 
and sales as revealed in the 1953 
income tax returns 

It is readily apparent from _ re- 
cent events that marketers under- 
stand and support the government's 
work in the collection of basic sta- 
tistics; and that marketers will join 
in any authentic effort to eliminate 
the unnecessary; and to preserve 


the most useful 


Two Things To Do... But what 
should be done to insulate the fact- 
finding work from the hazards of 
political accidents? 

1. Marketers know that Census 


Bureau is by no means the only 
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hia ake 


government agency doing useful 


and dependable statistical work. 
But it is increasingly apparent that 
more effective steps must be taken 
to guard against duplicated effort 
and non-essential work. 

While the collection of statistics 
must inevitably remain in the hands 
of dozens of agencies, each expert 
in its own field, marketers should 
join with others who insist on a 
comprehensive survey of govern- 
ment statistics, with the view of 
creating a strong control unit. 

2. Marketers should realize that 
few people including industry’s 
top executives understand the 
importance of the information which 
is provided by a good government 
statistical program. Too often the 
source credit is omitted; or the ex- 
tent of cooperation at the staff level 
passes unnoticed. 

Much of the Congressional hos- 
tility to statistics has been generated 
by executives who are entirely un- 
aware of the degree to which the 
materials are used in their own 
businesses. Marketers should par- 
ticipate in the development of a 
sound program of government sta- 
Then they must take steps 
to insure that the importance of 
the work is apparent to the public; 


tistics 


and particularly to the executives 
of business and the Congress 


yom 
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THE 
3 BILLION 
DOLLAR 
RESEARCH 
MARKET 








...and you'll see that the research and analytical chemists in 
the Chemical and Pracess Industries’ laborateries do the bulk 
of specifying and buying of research, analytical and plant con- 
trol instruments, laboratory equipment and apparatus, reagent 
and research chemicals, and component parts for instruments. 


You don't have to look far to see the sales potential that will be 
yours when you direct your products’ advertising to these men 
in ANALYTICAL CHEMISTRY, the meeting-place of the 
professional chemists and chemical engineers in the 
$3,000,000,000 research market. They read every issue of 
ANALYTICAL CHEMISTRY because it is the on/y magazine 
that provides them with technological data about the latest 
developments in their highly specialized field... developments 
that appear on both the editorial pages and the advertising 
pages. That's why there's a steadily growing list of advertisers 
who have learned that — 


ANALYTICAL 
CHEMISTRY 


sells the 3 billion dollar 
research market 





An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO ¢ CLEVELAND ¢ SAN FRANCISCO ¢ LOS ANGELES ¢ SEATTLE ¢ DENVER «¢ DALLAS 
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employe communications 


public relations 


Apple Polishing? . . Pullman-Standard e 


jood reporting to lead off with picture { 


vice-presidents J. W. Scaile 


by Robert Newcomb 
and Marg Sammons 


itors 


What does management do? 


Pullman tells its workers 


® ANYONE who has ever conducted 


a survey of employe attitudes is 
familiar with the fact that employes 
much about their 
they should. The 
thinks the 


company has only one plant when 


don’t know as 
employers as 
maintenance man who 
it actually has six is no rarity. The 


girl at the machine who doesn’t 
know the end use of the product 
she has been creating for a dozen 
Ask ten aver- 


age employes of a multiple plant 


years isn’t unusual. 
company the name of the company’s 


president, and the odds are good 
that at least two of them won't 
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know. 

In the national zeal to reduce free 
enterprise to simple and_ under- 
standable terms, those in the field 
of employer-employe communica- 
tion sometimes fail to apply the 
national message to the local plant. 
It’s a cinch if the employe doesn't 
understand how things operate at 
the factory where he is employed, 
he isn’t going to have much of a 
grasp of business on a_ national 
scale. 

The printed mouthpieces of in- 
dustry known as employe publica- 


tions are doing a somewhat better 


Industry’s relations with 
Employes/Stockholders 
Distributors/Suppliers 


Neighbors 





job, in interpreting and translating, 
than they did ten years ago. But 
the coverage is spotty, and the 
theme is not too well developed. 
The editorial approach of manage- 
ment is often that the company is 
a perfectly wonderful place to work, 
and that cught to be 
tickled silly to be a member of the 


everyone 


team. 
This 


ment’s case, it seems logical to as- 


chore of stating manage- 
sume, belongs to management, and 
it is heartening to find that the ex- 
ecutives of one large manufactur- 
ing company have cooperated with 
the editors of the employe magazine 
preparation of a series of 
called “This is 


The series was intro- 


in the 
bedrock articles 
Your Job.” 
duced in the ‘April’ 1953 issue of 
“The Carbuilder,”’ a 
average journal of information and 
entertainment published for the em- 
ployes of the Pullman-Standard 
Car Mfg. Co., 79 E. Adams St., Chi- 
cago, and edited by Paul Acker- 


better-than- 


man. 

For some time “The Carbuilder” 
has_ been 
fabric of America, and describing 


discussing the economic 


it in interesting terms to readers. 
With the background 
Editor Ackerman felt the time had 
come to present the localized ac- 


developed, 


count of Pullman-Standard. 

In a foreword, Charles W. Bryan, 
Jr. . . the president of Pullman- 
Standard . “Many of us in 
Pullman-Standard tend- 
ency at times to lose sight of what 
We get so 
involved in our own jobs that we 
are often likely to forget what part 
our individual efforts are contribut- 


says: 


have the 


is going on around us. 


ing to our company’s over-all op- 
eration. Maybe we ‘can’t see the 
forest for the trees.’ It was for this 


reason that Pullman-Standard’s 
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FOR 


FRANKLIN GOTHIC WIDE 
...THE EXPANSIVE TYPE 


This unrestrained and communicative face appeals at once to 
even the most critical eye. Franklin Gothic Wide is a new 
and worthy addition to the celebrated ATF Franklin Ge:hics 
and makes this family of faces still more versatile. Bold and 
clear and attractive describes any message set in Franklin 
Gothic Wide, which is compatible with any one of a score of 
favorite body types. Immediately available in nine sizes, 14 pt. 
to 72 pt. for only $138.60; with 14 pt. for example, costing 
but $9.45. Sizes 6, 8, 10 and 12 pt. are in preparation. There's 


a type face for everybody, and Franklin Gothic Wide is for you! 
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FRANKLIN GOTHIC WIDE is now available in sizes 
14 pt. to 72 pt. all for $138.60. Font of 18 pt. for example, 
is only $9.65. Sizes 6, 8, 10 and 12 pt. are in preparation. 


AMERICAN TYPE FOUNDERS 


SCORPORATHI 


SUBSIDIARY OF DAYS 


200 ELMORA AVENUE, ELIZABETH, NEW JERSEY *« BRANCHES IN PRINCIPAL CITIES 





management has cooperated with 
the staff of ‘The Carbuilder’ in the 
preparation of a series of articles 
entitled ‘This Is Your Job. The 
object of this series is to present the 
story of Pullman-Standard . . what 
it is, what it does, and how it does 
it . . in such a way that all of us 
will understand our individual func- 
tions in the over-all operation. . 

A photograph on the opening 
page shows the president at his 
desk, with two vice-presidents. 
the scoffers, this 
top-level 


Among might 
quickly be 
brand of apple polishing. But it 


ought to be borne in mind _ that 


branded a 


many employes of companies . . and 
particularly their families don't 
know what the big men look like. 
This is an article about management, 
and nothing could be more perti- 
nent than to introduce management 
right at the start. 

The first of the series of articles 
structure 
under such subheads as: “Why We 
“Who We Are,” 
Sandwiched _ in 


discusses the company 
Are in Business,” 
“What We Do.” 
with this material are two side-by- 
side pictorial breakdowns. 

The article talks the company’s 
problems; how P-S tried some years 
ago to get a competitive edge in 
freight car building by offering a 
standard car of its own design, 
rather than by merely building cars 
(The PS- 
1 boxcar emerged successfully from 
this strategy). A succeeding sec- 
tion of the article concerns itself 
with “A New Idea” 
ized covered hopper car . and 
thereby lets the employe-reader in 
on some of the front office planning 
In the second of the series of ar- 
ticles, Editor Ackerman planned to 
have an official trace the develop- 
ment of a company product from 
through to the finished 
Later installments are to 


to buyers’ specifications 


a standard- 


research 
customer 
cover the company department by 
department 

“This Is Your Job” has this vir- 
tue: It doesn’t attempt to tell too 
much. It presents as much of the 
company story as the editors feel 
the readers can absorb in one sit- 
ting. The philosophy: if you have 
too big a bite to offer, convert it 
into two bites. Another virtue is 
that there is no high pressure effort 
made to “sell” the company to its 
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employes. The reportorial job is 
objective. The series was developed 
by James E. Cathcart, an associate 
editor of the magazine. 

This series involves more than 
average spotlighting of a company 
The schoolgirl shy- 
ness of some managements, in re- 


management. 


fusing to permit their business func- 
tions to be mirrored in the pages of 
the employe journal, is difficult to 


understand. Employes show great 
curiosity about the front office. 
The shop employe of a multiple- 
plant company .. miles away from 
the administrative chairs . . likes to 
know what makes the organization 
tick. 

There should be more “This Is 
Your Job” articles, in employe pub- 
They throw light into the 
dark places. 


lications. 





Communications woman of the month. . 


She makes friends in shop, shoots her 


Own pictures . . and wins a promotion 


Miss Nadia Monberg .. American Maize 


® THE PUBLIC RELATIONS person with 
a background of editing a publica- 
tion for company employes is way 
out front. 

Nadia Monberg has recently come 
public 
relations director for American 
Maize-Products Co., Roby, Ind., 
after a vigorous apprenticeship as 
editor of the company’s employe 
magazine, “The Corn Ear.” As edi- 
tor . . an assignment she haughtily 


into the post of assistant 


refused to relinquish when her 


promotion came .. she developed a 
workable kinship with the shop 
people. They know her, like her, 
understand and believe her 

Good public relations, she long 


since decided, emerge from good in- 
dustrial relations, so she saw to it 
that the good deeds at the shop 
level did not go unnoticed at the 
community level. She sought as- 
signments from her management, 
and when assignments did not oc- 
cur to her superiors, she evolved 
them with great enthusiasm and 
laudable follow-through. She took 
over the chore of preparing news 
releases for the local press; she set 
up the mechanics for covering busi- 
ness press material. Since photo- 
graphs often needed, and 
photographers not always available, 
she took up picture-taking herself. 
Today she takes all the plant pic- 
tures, and processes them herself. 

A Jill-of-all-trades, she leaped 
into the field of special publications; 
she revamped the handbook and 
originated the plant tour pamphlet. 
Publicity for open houses goes to 
her to handle, and she is building 
the program for the company’s fif- 
tieth anniversary, due a couple of 
years from now. With her co- 
director, Ed Kennedy, she drafts 
the daily messages to supervisors 
that are tape recorded and mechan- 
ically relayed by telephone to plant 


were 


foremen. 

To a skilled editor of a company 
publication for employes, public re- 
lations is inclined to come natural- 
ly. It’s human relations under a 


new label. 
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Prospecting for customers? 


Use Trade Mark Service in the 
‘yellow pages’ of telephone directories 
to reach buyers of industrial 
equipment and products. 
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You can get further information by calling your local Telephone 
Business Office or looking in Standard Rate & Data (Consumer edition.) 





History Making Issues 


The secret ingredient in the amazing progress of radio-elec- 


tronics is the speedy exchange of ideas through engineering 


publications. Radio scientists have made history by this idea- 


sharing method of advancement, through publishing. 


Three Great Issues 


Examples of this kind of publishing are 
the now historic issues of ‘‘Proceedings of 
the I.R.E.” on “Color Television,’ Octo- 
ber 1951; and ‘Transistors,’ November 
1952; and 


January 1953. Each of these issues pro 


“Ultra High Frequencies,” 


vided the practical and the research engi- 
neer with an “ahead-of-its-times’” text 
book on those electronic developments 
which set the pattern for radio manufac- 
turing for the next decade. Only a reliable 
engineering society journal could do this 


kind of publishing job. 


Coming Issue on Computers 

Radio has developed in three stages: First 
came audible communication, the wire- 
less ‘‘dot and dash,” now perfected to the 
beauty of high-fidelity sound. Next came 
sight in images on the cathode-ray tube, 
with the glories of color already in de- 
velopment. Sound, sight, and now “‘think- 
ing’ achieved through radio controls and 
the electronic computer. In October 
1953, “Proceedings of the I.R.E.”” devotes 
another of its history making issues to the 


Electronic Computer. 


A publishing supremacy, all its own, has been won by “Proceedings of the 
1.R.E.” Often considered second in its field by the measures of circulation 
and advertising volume, it holds a place never surpassed either in volume 
or vital value of its editorial content. The result has logically been a high 
quality reader—the thinking engineer, whose approval you must win. To 
sell the radio industry, tell the radio engineer! 


“Proceedings of the I-R-E” 
Published by the 


INSTITUTE OF RADIO ENGINEERS 





duertising Department 
1475 Broadway, New York 36, N. Y. 
BRyant 9-7550 





Communications 


Radio 


Television Electronics 
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NIAAA 


Chapter activities 
of the National Industrial 
Advertisers Association 





oe 


NIAA chapters elect officers 


Williamson, Sutherland, 


Adams win presidencies 


® NEW YORK . . Douglas William- 
son, manager, sales promotion, 
American Hard Rubber Co., has 
been elected president of New York 
Industrial Advertisers. 
Mr. Williamson, who joined 
American Hard Rubber in 1948, cut 
his teeth in ad- 
vertising with 
Frank D. Webb 
Advertising Co., 
a small Balti- 
more agency 
which § special- 
ized in direct 
mail, Currently 
Mr. Williamson 
is serving his second term as chair- 
man of the NIAA Committee on In- 
dustrial Advertising Effectiveness, 
is a member of the Inquiries Project 
Council of NIAA’s Industrial Ad- 
vertising Research Institute, and is 
a member of the Advertising and 
Selling Course sponsored by the 
Advertising Club of New York. 
Other officers elected include 
Alan: T. Walcott, General Electric 
Co., Ist vice-president; John C. 
Lucas, Hazard Advertising Co., 2nd 
vice-president, and J. Paul Carroll, 
American Brake Shoe Co., secre- 
tary-treasurer. 


Detroit 


® verroir . . John S. Sutherland, 
division advertising manager, Ad- 
hesives & Coating Division, Minne- 
sota Mining and Manufacturing Co., 
was elected president of Industrial 
Marketers of Detroit. 


Mr. Sutherland went with the 
Minneapolis office of Batten, Bar- 
ton, Durstine & 
Osborn in 1946. 
In 1948 he joined 
Minnesota Min- 
ing & Manufac- 
turing as super- 
visor of Abra- 
sive and Hard- 
ware Trade 
Advertising pro- 
grams. Mr. Sutherland was Detroit 
program chairman of the Detroit 
chapter for the 1952-53 season. 
Other officers elected include 
Thomas J. Marshall, Federal-Mogul 
Corp., vice-president; Corman J. 
Diehl, Michigan Alkali Div., Wyan- 
dotte Chemicals Corp., Wyandotte, 
Mich., secretary, and Robert L. Cof- 
fey, Carboloy Dept., General Elec- 
tric Co., treasurer. 


Toronto 


® TORONTO . Grant H, Adams, 
newly elected president of Toronto 
Chapter, NIAA, 
isa well-rounded 
advertising man. 
After early ex- 
perience with 
Canadian Manu- 
facturers “Asso- 
ciation, he joined 
Lord & Thomas 
Advertising 
Agency in November, 1931, and by 
July, 1944 had become manager, 
media department. That same year 
Mr. Adams became sales promotion 
manager of the Canadian Johns- 
Manville Co., a position he has held 
ever since. 


Other officers include Cliff Perry, 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
Gene Weidereit, president 
Blaine G. Wiley, executive secretary 


Albert Jarvis Limited, vice-presi- 
dent; Don Robertson, Heggie Ad- 
vertising Co., secretary, and Warren 
Gee, Canadian Line Materials Lim- 
ited, treasurer. 


Montreal 


® MONTREAL . . C. John West, ac- 
count executive, Canadian Adver- 
tising Agency, has been elected 
president of Industrial Advertisers 
Association of Montreal. 

Mr. West joined the Vancouver 

office of C.A.A. in 1948, and a year 

~ later came to 

| Montreal, where 

he associated 

with Canadian 

Industries Lim- 

ited. At C.LL. 

he was respon- 

sible for a direct 

mail. campaign 

for “Cellophane” 

which in 1950 was awarded a “Spe- 

cial Outstanding Campaign Award” 

in DMAA Best of Industry contest. 

In 1951, Mr. West became ad man- 

ager of Dominion Textile Company 

Limited, where he again won hon- 

ors for a direct mail program . . the 

“Best of the Textile Industry” in the 

1952 DMAA contest. Mr. West re- 

turned to C.A.A. as account execu- 
tive last January. 

Other officers elected include J. 
F. Glasier, Canadian Allis-Chalmers 
Limited, vice-president; A. F. Biggs, 
Canadian Industries Limited, secre- 
tary, and R. L. Burdick, J. J. Gib- 
bons Limited, treasurer. 


San Francisco 

® SAN FRANCISCO.. . Robert G. Hill, 
manager of advertising, Columbia- 
Geneva Steel Division, U. S. Steel, 
is the new president of Northern 
California Industrial Advertisers 
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Association 
Mr. Hill’s business experience in- 
cludes display and visual aid work, 
door - to - door 
sales and sales 
promotion = spe- 
cialists. During 
World War II, 
he joined the 
Navy and _ put 
his talents to 
develop- 
thriving 


work, 
ing a 
overseas 
among military personnel. Mr. Hill 
is a national director of NIAA. 
Other officers are Gerald F. No- 
well, Bob Wettstein Co., and Walter 
Boland, Walther-Boland Associates, 
vice-presidents, and J. Leslie Meek, 
McDonald-Thompson Co., 


tary-treasurer. 


greeting card business 


secre- 


Buffalo 
@ BUFFALO John H. Mansfield, 
account executive, Lloyd Mansfield 
Co., has been elected president of 
Niagara Frontier Industrial Adver- 
tisers. 
A member of the Buffalo chapter 
years, Mr. Mansfield 
has held office 


as second and 


the past five 


first vice-presi- 
dent. 
Other officers 
elected include 
Arthur W. Cow- 
les, Carborun- 
dum Co., 
president, and 
John R Buffalo Business, 


secretary -treasurer 


vice- 


Owen, 


Newark 
@ NEWARK . . New president of In- 
dustrial Marketers of New Jersey 
is Jacob H. Ruiter, Jr., industrial 
advertising manager, Allen B. Du- 
Mont Laboratories 

Mr. Ruiter has been in charge of 
DuMont 


since 1946, where 


industrial advertising at 
he supervises 
the advertising 
of the 
ment Division, 
the Cathode-Ray 
Tube _ Division 
and the Televi- 
sion Transmitter 
Divisions. He is 
the author of two books in the elec- 
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Instru- 


Marketing 


tronics field, “Modern Oscilloscopes 
and Their Uses,’ a technical pub- 
lication, and “What You Should 
Know About Television,’ in the 
popular field. Mr. Ruiter has served 
two years as vice-president of 
IMNJ. 

Other officers are James G. John- 
son, Okonite Co., and Kenneth C. 
Mehrhof, G. M. Basford Co., vice- 
presidents; Warren V. Smith, Star- 
Kimble Motor Division, 
and Louise Kleinknecht, 
Fader Co., treasurer. 


secretary, 


Franklin 


Houston 
@ HOUSTON . . Don Fowler, adver- 
tising manager, Baroid Sales Divi- 
sion, National Lead Corp., has been 
elected president of the Houston In- 
dustrial Advertisers Association. 
Other officers include Harry E. 
Estes, A-1 Bit & Tool Co., Harold 
Bordelon, Hudson Engineering Co., 
and Calvin L. Clausel, Jr., Clausel- 
Trimble Advertising Agency, vice- 
presidents; Douglas Craig, Gulf Pub- 
lishing Co., J. Doughty, 
Southwest Engraving, treasurer. 


secretary; 


Indianapolis 
® INDIANAPOLIS . . Fred G. Johns- 
ton, Jr., advertising manager, Con- 
struction Digest, has been elected 
president of Indiana Association of 
Industrial Advertisers. 
Mr. Johnston joined Construction 
Digest in 1946 after serving three 
years as Supply 
Officer in the 
Navy. He was 
field editor for 
four years be- 
fore becoming 
advertising man- 
ager in 1950. 
Other officers 
elected include 
Continental Steel 
Co., and Tom Jasper, La Grange & 
Garrison Advertising, vice-presi- 
dents; H. L. Martin, Diamond Chain 
Co., treasurer, and Portia Christian, 
Caldwell-Larkin & Co., secretary. 


Ray Reynolds, 


Boston 

@ BOSTON Edward W. Farmer, 
advertising manager, Bay State 
Abrasive Products Co., has been 





INIAA 


A FINAL pPusH for the 1928 
NIAA Conference was given by J 
R. Hopkins, president of the organ- 
ization, when he cited the main pur- 
poses behind the annual confer- 
ences. Industrial manufacturers, ad- 
vertisers, and merchandisers meet 
to study the elimination of waste in 
the application of advertising to in- 
dustrial business, to study the co- 
ordination of industrial selling and 
advertising, and to compare and 
study the best work and ideas de- 
veloped during the last year in the 
These fac- 


tors alone seem to point the way to 


industrial field, he said. 


a most interesting and educational 
experience for those who attend. 

factor was an- 
If 250 


An economy 
nounced for the conference. 


ae 


JSTRIAL MARKETIN 


“certificate receipts” (received from 
local ticket agents on purchase of 
a one-way ticket to St. Louis) are 
received from visitors to the Con- 
ference, half-fare rates will be giv- 
en on return trips. 

The rapid progress of NIAA was 
cited in an article in IM by G. D. 
Crain, Jr. Since the organization 
was formed in 1922 at Milwaukee, 
strong chapters have been formed 
in Philadelphia, Cleveland, Cincin- 
nati, Pittsburgh, Milwaukee, St. 
Louis, Buffalo, New York and Chi- 
cago, with new groups organizing 
all the time. These groups are do- 
ing an excellent job of making the 
importance of industrial advertis- 
ing a known and respected service 
in industry, Mr. Crain said. 





INDUSTRIAL ADVERTISING MEN 
AND WOMEN 


can profit from the 1953 N.1.A.A. 
Conference in Pittsburgh 
June 22-25 


zs Wy 


where else can you get 


Gor PROBLEMS about merchandising, 
client-agency-media relations, budgets or a 
dozen other things vital to successful indus- 
trial advertising ? Here's where to get the 
answers from experts—a million dollars 
worth of ideas from experienced advertising 
and selling practitioners. 


There’s something for everyone at the 
31st Annual N.1.A.A. Conference. You'll 
profit from speeches by nationally famous 
men. You can contribute your ideas in 
give-and-take discussion groups. 


You'll have four informative and entertain- 
ing days and nights — interesting programs, 
entertaining and unusual events—and all 
yours for the asking. 


Baga 
Make out Plan now to attend. Send your $40 advance 


Reservation Now / Page = 


Send your check fo: Registration at convention time is $45.00. 
Blaine G. Wiley, Executive Secretary 
N.1. A. A. Headquarters 
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elected president of the Technical 
Advertisers Association. 

Mr. Farmer was purchasing agent 

and advertising manager at Bay 

Staie until 1943 

when he left to 

enter the Navy. 

After 

for three years 

as lieutenant, he 


serving 


returned to the 
position he now 
holds. 

Other officers 
elected include Ernest C. Clark, 
Henry A. Loudon Co., vice-presi- 
dent; David W. Nivers, Lewis Shep- 
herd Products, secretary, and George 
F. McRoberts, Whitin Machine 
Works, treasurer 





NIAA Conference 


ontinued from p. 49 


executive, Oakleigh R. French & 
Associates, and vice-president of 
NIAA; Roy O. Eastman, president, 
Eastman Research Organization. 

10:30 am. Exhibit 
presentation, including a production 
by William Putch, Pittsburgh Play- 
house. 


committee 


° Free. 
2:00 p.m. Direct mail panel dis- 
Room, 17th 


Luncheon . 
cussion, Monogahela 
floor. 


Honored . . Past presi 
were honored at the 10t 
right, back row, Howard 


Melvin Hall (1945-46 
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Canadian Group... 5): 


Concurrent session: 

2:00 p.m. Advertiser-Agency Re- 
lations, a panel discussion sponsored 
by the 4A’s of Pittsburgh, Urban 
Room. Presiding: Ernest Giles, 
vice-president, Ketchum, MacLeod 
& Grove. 


P. Gamble, national 


Panel includes Frederic 
president of 
the 4A’s, and agency and advertis- 
ing personnel from Pittsburgh area. 

3:15 p.m. A panel discussion on 


public relations headed by John 
Sasso, G. M. Basford Co., Monon- 
gahela Room. 

Concurrent session: 

3:15 p.m. “The Industrial Sales- 
man Looks at Advertising,” a panel 
discussion, by salesmen and sales 
management, of industrial distribu- 
tors. Sponsored by the National In- 
dustrial Distributors Association, 
Urban Room. 





Keep your name 
before the men with 


BUY 


on their minds 








How many of the inquiries you get from in- 
dustry RESULT IN ORDERS? If the ratio is about 
1 out of 10, you’re up to par. 

Now let’s look at inquiries produced by the 
CONOVER-MAST PURCHASING DIRECTORY. In 
case after case, from 3 out of 10—to 8 out of 10 
inquiries turn into orders. That’s 200 per cent 
better than average! 


\ The 


Reason? Every copy of C-MPD goes to an 
industrial executive (plant, engineering, or pur- 
chasing) with PRrROovED buying power... the 
man with Buy on his mind. Then too, industrial 
buying guides are used when there’s an order 
to be placed now. The information you send 
isn’t wanted for the future—or for filing—it’s 
wanted to fill an immediate need. 

You'll get more actual, traceable business per 
dollar of advertising cost through dependable 
industrial buying guides than through any other 
source. And C-MPD gives you 69 per cent 
greater coverage than the next directory. 


PURCHASING DIRECTORY 


Industrial Buyers Reach for 


Learn u 


PURCHASING DIRECTORY 


737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL. 


BRANCH FFICE 
AN 


with ONE Hand! 


hat it can do for you... write, without obligation, today. 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 60% MORE MANUFACTURING CIRCULATION 
THAN THE NEXT DIRECTORY 


= 


THOMAS’ 
REGISTER 


MANUFACTURING CIRCULATION a ALL OTHER [| 


Total Circulation 
25,132 CCA 
Dec. 1952 


21,000 ABC 


akin Dec. 1952 


7,083 


CONSULT YOUR ADVERTISING AGENCY 
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“I find INDUSTRIAL MARKETING to be a prime source for 
sales promotion ideas and for general information 

on industrial marketing activities. It is one magazine 
that I look forward to each month.” 


While Mr. Shellenberger was acquiring a wife and four daughters, 

Says James A. Shellenberger, he was also building a marketing background on everything from 
sales training to public relations. After a period with 

Dir tol Advertising, Publicity General Foods Corp., he joined Yale & Towne, has been in his 

and Market Research, present position since 1950. He is coordinator of the Yale Materials 

Yale & Towne Manufacturing Handling Division’s Travelling Road Show, now on a 25,000 

Co., Philadelphia Division mile coast-to-coast tour. 


“I enjoy INDUSTRIAL MARKETING for many reasons — 
the grand job it is doing toward selling Top Management 


on the need for the possibilities of, and the results 
to be gained from advertising.” 


An outstanding prep school and college athletic career prepared 

Mr. Wiggers for graduating into advertising the hard way. He sold 

insurance, furnaces, type metal, mail-order electric shavers, 

worked a drill press, established a weekly fee rental library. 
Later he served with the advertising departments of Parker Says Raymond P. Wiggers, 
Appliance Co., and Towmotor Corp. In 1948 he took over in his 
present position where he has received DMAA and Putman 
awards for direct mail and industrial advertising. Frank G. Hough Company 


} . RA 
Advertising Manager 
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“In a young and rapidly growing organization like ours, 
we find little time for reading. INDUSTRIAL MARKETING, 
however, is one of the few magazines I try never to miss. 
And I see that it is circulated to all of our sales executives. 
We've found many helpful ideas in its pages.” 


“Ted” Daggett’s career started as an air-conditioning engineer. 

After side trips into book publishing and the Coast Guard, 

he formed Flexible Tubing Corp. in 1947. His combined abilities 
Says Frederick K. Daggett, as a salesman and engineer have been instrumental in upping 
sales by 1000% in five years. He is a vice-president and director 
of National Metal Trades Association, still finds time to enjoy 
Flexible Tubing Corporation outdoor sports, particularly sailing. 


President, 


“T was one of your original subscribers—kept the first 
issue around for years. Thinking back, it is really 
remarkable how the stature of INDUSTRIAL MARKETING 
has grown year after year. No beginner nor veteran 

in our field should ignore its help.” 


After working as a big city newspaper correspondent while a 
University of Iowa student, Mr. Willcox joined the Associated Press 
and later the Chicago Tribune. Following World War I, he Says L. G. Willcox, 
served as an advertising writer and sales representative for both a ae ae 
the Chilton Co. and McGraw-Hill Publishing Co. He entered ee 
the industrial advertising agency field fifteen years ago. Critchfield & Company 


r 
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(ABP) BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 


Industrial Marketing 


200 East Illinois St. © Chicago 11 
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May ad volume rises 4.3%; 


advertising | volume 


year-to-date total up 4.4% 






® An increase of 43% (1,531 


in business pap ers pages) in advertising volume figures 


was reported for May, 1953, over 








° 
May, 1952, by 271 business publica- 
tions. The year-to-date increase 
was 4.4% or 7,551 pages more than 





the first four months in 1952. 






May /volume 4.3% (in pages) over 1952 The 54 trade paper's dropped 19 
pages (0.3%) for the month, but 
















1953 1952 pagechange “% change 
their total is still 4.5% (1,411 pages) 
a wn sada more than last year. Class publica- 
. sauaentstlntndh sa sdioae tions are still ahead of the other 
ceca 6,206 : groups precentage wise for the 
vets 2.970 sco ica aes month (8.7°) and the year (8.9%). 
— one 35082 Lasl = The industrial group, including 





166 publications, still show the big- 





gest increase in pages with 1,188 





Year to Date/volume 4.4% (in pages) over 1952 






(5.307) more than last May and 4,- 

















1063 te pageshenge > change 217 pages (3.9°7) more for the five 

Industria 11,89 107,674 + 4 + 3.9 month total. The 19 export papers 

Product News } page unit 15,3 4 t still show a loss, dropping 31 pages 

Trade 2,499 31,088 + 1,4 + 4 (2.7%) for the month of May and 

Iss 13,571 457 + 1,114 + 8.9 192 pages (3.3°7.) less than the 
Export 654 84¢ 3.3 year-to-date total in 1952. 

Total 178,873 171,322 t+ 7,551 + 4.4 
May pages’ Pages to date May pages’ Pages to date 
Industrial group 1953 1952 1953 1952 Industrial group 1953. 1952 1953 1952 
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Something to Crow About 





The air conditioning and refrigeraticn industry can well be proud of its 
achievements in providing the perfect ‘weather’ for comfort and for in- 
creased efficiency in the production of many types of goods. 

In selling their equipment and installations to business and industry, air 
conditioning and refrigeration advertisers rely heavily on the pages of 
Business Week. They know that Business Week is read by a highly concen- 
trated, selective audience of Management Men— executives who make or 
influence buying decisions for their firms. These are the men who are con- Sdihilelaniintiiniaies 


stantly looking for new methods and equipment for producing more goods Carrier Corporation 
Clarage Fan Company 


Air Conditioning and Refrigeration 
Advertisers Reach their Major Markets 
through Business Week 


American Blower Corporation 
American Radiator & Standard Sanitary Corp.) 


at less cost. 
Because Business Week reaches these prospects with maximum efficiency, 
it regularly carries more pages of air conditioning and refrigeration equip- ; 
g y - . pag E g g aes Frigidaire Division, General Motors Corp 
ment advertising than any other general-business or news magazine. Cites Canmmvatien 
Remington Corporation 


Crosley Division, Avco Manufacturing Corp 


Frick Co., inc. 


Servel, Inc. 

B.F. Sturtevant Division, Westinghouse Electric Corp 
Surface Combustion Corp. 

Trane Company 

YOU ADVERTISE IN BUSINESS WEEK WHEN ] York Corporation 

YOU WANT TO INFLUENCE MANAGEMENT MEN | 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y 


p 











A McGRAW-HILL PUBLICATION 





You won’t always 
have your present Advertising Agency! 


SERVICE associations are not of a life time nature. Tomorrow?— you 
won't have your present advertising agency! 


Lots of things, many of them through no fault of either party, cause a 
severence of connections. Your firm may have been bought by another. Your 
company may have moved to another area. Changes in personnel cause dis- 
satisfaction. Interests, even in accounts change. Accounts themselves change. 
Perhaps a growing industrial division finds itself lost in an agency of active 
consumer accounts. Or, perhaps it’s a simple case of deterioration of service. 


Whatever the reason, you should know what can be expected in the way 
of agency assistance if you are forced into the position of looking for a 
new or better association. 


If yours is a product sold to industry, Russell T. Gray, Inc. brings you a 
different approach to the agency and account relationship. Here you will 
find the desire to work as a part of the company—as an advertising man- 
ager’s department. Here, too, you will find the engineering understanding 
that can quickly relieve you of much detail in the preparation of advertising, 
catalogs or direct mail.We bring you a knowledge of industrial media that 
results from years of observation and checking on sales results and you will 
be reinforced by a complete organization, large enough to provide a complete 
service, yet small enough to assure the personal interest of its executives. 


If “tomorrow” has arrived for you perhaps you would like to hear more 
about us now. 


RUSSELL T. GRAY, INC. 








205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


e 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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Media Changes. . 


Martin J. Gallay . . 


an 


} 


Joseph R. Walderman . 


1 vice president 


York, in 1arge 


Electronic Equipment 


i put won empnas 
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Siler Frememan 


Alvin E. Booker 





Electric Light & Power 


Proceedings of the I.R.E... 


BRR 1 from HOF 


‘Product Design & Development 


Modern Hospital . 


Nation's Schools 


f 


Kenneth W. Brown, 


Philip O'Keefe, Jr. 


Construction Bulletin 





You wouldn’t expect to sell 100 electric motors here 


BUT TODAY ... many more than a hundred motors 

are Operating equipment in the new metalworking 

plant built on this same spot! The modern plant shown below 
produces aircraft engine components and is just one of a 
multitude of metalworking giants which have risen in the 
past few years. They offer a whole new market for your 
producis—on top of the world’s biggest industry. 

Through the most complete and far-reaching census 
department of any business publication, STEEL is able to 
locate, measure and cover this new market as it grows. 

And STEEL’s controlled distribution makes it possible for you 
to reach the key men in these metalworking plants almost 

as soon as they open their first batch of mail. 

Ask the man from STEEL to show you how this dynamic 
magazine matches its circulation to Metalworking’s buying 


power as it expands over the years. 


The magazine of the men who 


manage, operate and buy for the 





Metalworking industry .. . 


The new Des Moines plant of Solar Aircraft Co 


STEEL « Penton Building « Cleveland 13, Ohio 





‘"..2.-One of the most profitable 
promotion investments ever made 


by our industry” 


says Mr. Richard E. Reed, 
executive secretary, 
Maine Sardine Industry 


Last year the Maine Sardine Industry used the hastily as- 
sembled display pictured at the left to advertise its product 





at trade shows. Results were uncertain. 


This year Mr. Reed asked us to develop an exhibit that 
would really sell. Our answer is the two-booth exhibit 
shown above at the 1953 Restaurant Show, where in- 
creased attention and results led Mr. Reed to voice the 


opinion printed above. 


whether you sell steel, trucks or sardines — 


if pays fo consult a specialist 


y 
(peneral exhibits and displays ine. 


‘Wonca, 2100 N. RACINE AVE. CHICAGO 14, ILL. PHONE EASTGATE 7-0100 





Diversify your industrial line 


to protect sales volume, profit 


By Willard F. Rockwell, Jr. 


Rockwell's diversification program of the 
past 25 years or more has resulted in a 
company that now has 17 subsidiaries and 
divisions and is looking for more. This 
is how they do it and how your company, 
too, can do it to avoid getting hurt when 
the market caves in. 





® BUSINESSES are beginning to wake 
up to the fact that they have all 
their eggs in one basket and the 
handle’s coming loose. 

That, plus the profit squeeze 
American corporations are experi- 
encing today, in my opinion has 
led to the growing interest in diver- 
sification as a means by which cor- 
porations can maintain good profit 
margins and grow. 

At Rockwell Mfg. Co. we've been 
testing diversification since 1926. 
Perhaps the pattern, the principles, 
the procedures that we've developed 
may hold some ideas that can be 
applied to other businesses. 

At the end of World War I, 
Colonel Rockwell . . our board 
chairman owned the Wisconsin 
Axle Co. The company had but 
one customer .. the automotive 
industry. In 1921 the bottom 
dropped out. Employment skidded 
from 300 to six. The Colonel pulled 
out of that slump and profited by 
his narrow escape. 

He decided then and there that 
never again would he be caught 
with all his eggs in the same basket. 

In 1926 the Mellon family had 
two parts of a management triangle. 
They had a line of gas meters and 
a manufacturing plant. They needed 


Colonel Rock- 


management. skill. 


well was asked if he’d take ove 
and he agreed with the under- 
standing that efforts towards diver- 
sification would not be hampered. 

That company the old Equit- 
able Meter Mfg. Co. . . is now 
recognized as the base of our pres- 
ent corporation. 

Our first acquisition was a line 
of water meters, obtained by buy- 
ing out the Westinghouse interest 
Next came two companies to supply 
component parts. 

A major opportunity came in 1932. 
We acquired the Merco Nordstrom 
Valve Co., which gave us an entree 
into the petroleum industry . . one 
of the fastest growing markets this 
country has ever seen. 

In 1945 . 
those willing to gamble on the 


. a year of challenge to 


growth potential of the country 
we acquired the Edward Valve Co., 
East Chicago, Ind., a name manu- 
facturer of high pressure and high 
temperature valves used in power 
plants. 

Now we were in the electric util- 
ity end of the business. That same 
year we also acquired Delta Mfg 
Co., maker of a line of power tools 
sold to home workshops and indus- 
try. These provided products for 
Since that time 
several wood-working machine 


general industry. 


companies have been added and 
we've acquired a circular saw plant 
sketchy 
Rockwell’s acquisitions a_ pattern 


From _ this outline of 


emerges. That pattern is a reflec- 
tion of the Rockwell philosophy of 
diversification. 


A professor might put it this way 





What to find out about sales 
of the company you buy. . 


A checklist . . 


A three to five-year forecast . . 


9. A review.. 


ll. An analysis. . 





strong markets, basic to our econ- 
omy, but with enough true diver- 
sification to provide a cushion fo 
the radical cyclical changes that 
might be inherent in any market. 

Translated into everyday lan- 
guage, that means look for markets 
that are really basic. Try to figure 
out what products you can sell to 
those markets that will allow you to 
ride their growth trend to the top 
Make good enough products and sell 
them to enough good basic markets 
so that you're the last to get crushed 
if the roof falls in 

Our experience has taught us that 
there are certain’ ground rules 
Rockwell should attempt to follow. 
It’s tough to reduce those ground 


We'd 
be the last to try to reduce judg- 


rules to sentences on paper. 


ment to a mathematical formula 
Every company should have its own 
ground rules and should think twice 
before buying the policies of an- 
other company simply because they 
seem to have worked. However, 
some of ours might have some ap- 
plication to others’ needs 


1. Our expansion policy is based 


on long range continued operations 
We are not interested in short range 
buying and selling or in liquidating 
operations We have no desire to 
Were not 


a manufacturing investment house 


be a holding company 


Our goal is to produce quality prod- 
ucts at the lowest possible costs 
We want to grow as fast as we can 
and we're in business to make a 
profit The only way we can do 
these things is to acquire sound 
companies that can contribute over 
the long pull 

2. We're primarily interested in 
companies in the producers durable 
field. Most of these would fail in 
the metal fabricator class. For ex- 
ample, we'd probably be interested 
in a company manufacturing build- 
ers’ hardware or general light ma- 
chine tool accessories. We wouldn't 
be interested in acquiring steel mills 
or food processing plants or a chain 
of theatres 

3. We want to buy companies that 
have product lines that are reason- 
ably adaptable to the skills and ex- 
perience of our present manage- 
distribution 


ment, technical, and 


staffs. To those who say, “How can 
you diversify without going out of 
your field, isn't Rockwell willing to 
take a chance?” we reply, there are 
so many companies good, sound 
companies . . operating in your field 
or allied fields in which you can 
develop an immediate payoff we can 
see no sense whatsoever in tossing 
all your experience out the window 
needlessly 

tockwell consists of a group of 
fairly autonomous divisions and 
subsidiaries operating under a com- 
mon management head. That man- 
agement has tackled short and long 
range problems in the manufactur- 
ing and sales field for years. Its 
skill comes from that experience 
We believe we should make use of 
that backlog of knowledge, rathe: 
than jump into new fields where the 
payofl appears to be no greater just 
for the sake of being in something 
new. We owe that to our stock- 
holders, our customers and to ou 
employes. 

We believe in control. If a man- 
agement wants control, it needs in- 


telligent management participation 


+ & 
Window on construction 
The 36,000 readers of CONTRACTORS AND ENGINEERS are looking 


through the window at happenings in the fast-moving construction market — 
past, present and projected. This big magazine is a 


Picture Window 


Store Window 


C&E carries more job-written articles, more new product 


news, more pictures than any other monthly in the held 


tisers 


C&E carries more advertisers 
than any other monthly 1n the field 


and more exclusive adver- 


the BIG magazine of construction 





It’s difficult to participate intelli- 
gently if you don’t even know 
enough about the business to ask 
questions. Surprisingly, many com- 
panies get themselves into this fix 
in diversification. 

4. We prefer companies having 
management and personnel policies 
that are reasonably compatible with 
the existing policies in our present 
It’s important to re- 
member that if you’re going to build 


organization. 


a company and not just an invest- 
ment house you have to develop 
a smooth working team. You can’t 
have all chiefs and no Indians. You 
can’t buy a company and let it just 
sit out there hoping it runs itself. 
It has to become a part of your or- 
We think it would be 
risky to introduce companies into 


ganization. 


our organization that have prac- 
tices and procedures that just 
wouldn’t mesh with our own 

The next question is . . where do 
we find companies to buy? 

It’s a matter of record that large 
corporations rarely sell out. You 
sometimes hear of mergers, but the 
companies that are willing to sell 





Could a City Be Your Customer? 


96 million people live in cities and towns. 


out are usually the small family 
They sell out for 
The one we 


held operations. 
a variety of reasons. 
have run into most often is the fact 
that the line of descent has been 
broken and there’s no one to whom 
the present owner wishes to pass 
control. These owners are not par- 
ticularly interested in selling for 
cash because of the tax angle. In 
the majority of cases the proposition 
they want is one involving a stock 
for stock exchange where they can 
take advantage of capital gains 

How do you find these compa- 
nies? The first source, of course, is 
a broker. It’s wise to find a broker 
you can trust and appoint him as 
an agent to scout the market for 
you. Banks, and particularly the 
trust departments of banks, are 
often a good source of information. 
Management consulting firms some- 
times have knowledge of business 
acquisitions 

Actually, time alone can solve the 
problem 

Simply let the 
through the business and financial 


rumor spread 


world that you're interested in ac- 


quiring companies and you'll soon 
find a variety of acquisitions. In 
our case, an “on the spot” tabula- 
tion shows that without direct so- 
licitation we have had more than 
300 inquiries since January 1, 1951 

Here are some of the questions 
that we ask ourselves before any 
serious consideration is given to a 
real investigation of a preposal: 

1. Does the acquisition come close 
to fitting the pattern already out- 
lined? 


contribute management skills and 


Is it in our field? Can we 
know how? Is its distribution com- 
patible with ours? 

2. Does this company have a rep- 
utation for quality products? 

3. Does it have unrealized growth 
potential? 

4. Does it 


theory of market diversification: 


contribute to our 
> 

5. Can it be absorbed and con- 
solidated reasonably well? 

6. Can the acquisition make a real 
contribution to the Rockwell plan 
and its progress? 

This initial test eliminates many 
companies from consideration. It 


also gives us time for detailed in- 


Business With Schools Is Thriving 


Schools build —Contract awards for the 6,000 
educational buildings to be started in 1953 will 


total $2,000,000,000. 


Schools consume — The activities of 34 million 


These municipalities have to provide pure drink- 
ing water, fire and police protection, sewage 
disposal, modern streets, attractive parks, airports 
and many other services. Ask for ‘Selling the 
City and Town Market,” which tells how THE 
AMERICAN CITY reaches the two big “buying 
factor” groups — the public works engineers 
who request equipment, and the mayors, city 
managers and department heads who control 
municipal purchases. 


school and college students require $500,000,000 
in furniture, equipment and supplies — this year 
and every year. 

Schools influence product preference — In class- 
room, homemaking laboratory and shop, students 
are developing product preferences that will 
influence sales this year and for long years ahead. 
THE SCHOOL EXECUTIVE — SCHOOL 
EQUIPMENT NEWS covers the seven major 
buying groups who control educational purchases. 








, The 


School Executive 


School Equipment News 





470 Fourth Avenue, New York 16, N. Y. 


420 Leader Bidg., Cleveland 14, Ohio Daily News Bidg., Chicugo 6, Ill. 2238 Ben Lomond Dr., Los Angeles 27, Calif. 





INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 
approach to textile mills 


TEXTILES PANAMERICANOS 
puts you in immediate and ef- 
fective contact with the largest 
buyers in Latin America’s largest 
industry. It talks their language. 

It sells for you efficiently. In- 
vestigate how it can help you. | 
Write: 


TILES. 


PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18, N.Y. 


YOU'LL SELL MORE 


jwith an 


at your Expositions, Trade 


Shows. Sales Meetings. ete. 


Send for Free Folder 


IVEL CORPORATION 


96-22 43 Ave. Corona 68, N.Y.C. 
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vestigation of the ones that pass the 
test. On 
quisition checklist we’ve developed 
that 
management... 


these we employ an ac- 


covers all phases of business 
executive, sales, en- 
gineering, industrial relations, fi- 
nancial, manufacturing, purchasing, 
research and labor 

advise who 


I'd strongly anyone 


becomes seriously interested in di- 
versification to develop a checklist 
like our “Facility Purchase Form- 
ula.” I also think it’s a good idea 
to make the longest checklist you 
summarize 


can rather than try to 


it into major points. There are 
good reasons why a thorough and 
comprehensive checklist is impor- 
tant: 

1. The operation you are buying 
undoubtedly is split into many dif- 
ferent phases of organization. At 
the least, it will include a manage- 
ment, sales and manufacturing op- 
More often it includes all 


the other phases, such as industrial 


eration 


engineering, industrial relations, en- 
It is unlikely that 


any one man in your organization 


gineering, etc 


is an expert in all those fields. Even 
it’s unlikely that he would 
detailed 


if he is, 


have the time to make a 


check 


the period of the negotiations. 


during 
Each 


part of the team needs a guide to 


into each operation 


follow 

In our operation our market re- 
search manager is responsible for 
the sales checklist. Our controller 
is responsible for the financial 
checklist. Our 


manager has developed a guide on 


industrial relations 


contracts, number of em- 
ployes, ete. We have 
well worth the time to throw man- 
agement ability into the job to come 


union 
found it is 


up with realistic answers in the 


shortest period of time 


2. Nothing is more dismal than to 
acquire a company and find out that 
you've failed to recognize its weak 
spots before the purchase. You may 
find that 
bought it at all. 


you never should have 
And even if it is 
a sound purchase, you should know 
what problems you'll face and de- 
velop plans to overcome them from 
the very start 

If you don’t know what the weak- 
nesses are, you can bog down in 


The 


management begins a wild scramble 


a hurry. usual result is_ that 


to find out what it has on its hands, 
and the other parts of the organiza- 
tion suffer because management is 
robbing them of supervisory time. 

3. There 


consideration 


some special 


will be 
than all 


may be 
that 


important 


much 
more others. 
For example, you may want to fill 
a weak spot in your distribution 
system, and consequently the sales 
checklist will be 


portance 


given more im- 


when you come to make 


your decision. In recent years the 
tax picture has been one of the fac- 
tors that has been given consider- 
able weight in the decision when it’s 
made. 

These are the general rules under 
which we operate at Rockwell. Nat- 
urally, the rules are a result of a 
backlog of experience that has been 
built over the years. 

Have they worked for us? 

Our 


steady even throughout the depres- 


growth pattern has been 


sion years. Our growth has come 

from normal business operations . 
The diversification 

had _ to 


The two most recent were in 


not war work. 


program has meet many 
tests 
1949 and the last six 
1952. In the inventory 
of 1949 


tough 


months of 

recession 
into 
Our 


orders and shipments dropped, but 


most companies ran 


sledding _ profit-wise. 
our earnings for the 
higher than those in 1948. 
The 


in the market research department 


year were 


comparisons that we make 
show that we were much better off 
than our competitors who operated 
Orders 


and shipments dropped in 1952, yet 


in narrow market areas. 
our net profit remained the same. 
profits have 
One of our 
major competitors has dropped from 
6.11% to 3.76%. Another from 
5.847 to 3.02%. A third from 6.23; 
to 2.38%. We consider 1952 a dis- 
appointing year, yet we were still 


Our competitors’ net 
dropped considerably. 


able to maintain a 6.78% ratio after 
taxes. 
We realize that 


alone isn’t a cure-all. 


diversification 

It is not the 
magic word that opens the door to 
success. But it can be made to 


and the results are worth- 


What makes it work is pre- 


work 
while 
planning. 
That's 
Rockwell. 


been our experience at 





Materials handling promotion 
to hit $30,000,000 this year 


® PHILADELPHIA An_ estimated 
$30,000,000 will be spent for adver- 
tising and sales promotion by the 
materials handling industry during 
1953, according to Thomas R. Will- 
son, advertising and sales promotion 
manager, Baker Raulang Co., Cleve- 
land. 

Mr. Willson, who is chairman of 
the Materials Handling Institute’s 
industry services task committee, 
made his estimate at the fifth an- 
nual Materials Handling Exposition. 

Last year the materials handling 
industry spent approximately $25,- 
000,000 for promotion, Mr. Willson 
said. The increased $5,000,000 will 
go largely for sales and visual aids, 
with 40° or 50° being spent for 
newspaper and magazine space. 

Mr. Willson said space expendi- 
tures for the industry have reached 
their peak and if sales volume re- 
mains the same, space allocations 

. not sales promotion . . will suffer. 
Anticipated sales for 1953 are $3 
billion. 

He predicted that business pub- 
lications will find their space alloca- 
tions holding fairly steady during 
the year because of growing com- 
petition within the industry. 


Animated Robot . . Conventional 
brand identification on textile machinery 
jets a different twist with a decal of a 
mechanical robot over the ‘‘Leesona’”’ 
trademark of Universal Winding Co., Prov 
idence. The decal above is applied to 
Universal's Unirail Uptwister. The decal 
is by Palm, Fechteler, New York 














"Costs per inquiry 
..< Lower," | Saya. 


PREFABRICATED ppp Pras Lilealy 
908.200 STREET Wy . Te ACTURERS, 
STON ey c REPUBLIC 


7S775 


Apri} 29, 1953 


Mr, i E 
° & Calli 
The Wal) 8, Dir 
Ss @ctor 
po Broad Street Journa) of Advertising 
ew York, New York 


Dear Mr, Callis; 
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Senting our 


Very truly yours, 


Har BAL ates 


Anderson 


Advertis; 
Sees Ticated Hone Me Comm! tte 
titute nufacturers 


You get your best advertising dollar’s worth in The 
Wall Street Journal. Without waste motion, The 
Journal reaches your best business customers. 
Thus, each response from a Journal reader is more 
likely to result in a sale. 

To cut costs per inquiry place your message be- 
fore this buy-minded audience. Others have proof. 
You, too, can get similar results through the only 
national business daily—The Wall Street Journal. 


ABC Circulation: 250,208 (6 Months Average) 


THE WALL STREET JOURNAL 


*DALLAS 
t Edit 


eNEW YORK 
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Capex 
prefab 
exhibits 
meet rigid 


FIRE PROTECTIVE 
COATINGS 
in a 


coating 


Albi is an 
underwriters’ rated material 


- ~ 


Capex 


exhibits 


Capex Company, Inc. 
615 South Boulevard 
Evanston, Illinois 
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industrial 


shows 





* 


June/1953 


1-12.. 


ye 


September 


19-23 .. Nationa 


29-2 .. National Electrica] Industries 


c 


--5econd International 


tion Trade Show, Hotel § 


ler, New York 


.. Store Modernization Building 
& Maintenance Show, 


16-19.. American Welding 
ronferencea 
Shamrock Hotel, | 


Show, 69th Regiment Ar 
mory, New York 


October 


8-9..Gray Iron Founders Society, 
New Hotel Jefferson, St. 


Louis 
UIs. 


prnid 

.. Federation of Sewage and 
Industrial Wastes Associa 
tions, Municipa 
Park) Auditorium, M 


= 
> Machinery 


November 


- International Exposition of 
Fabrics, Fibers, Finishes 
and Yarns, Waldorf Astoria 
Hotel, New York. 


August 


10-12... Annual 
ican Transi 


1 BI 1 
tel Biltmore, Los 





HENING @ COMPANY Inc 


lewis Teowe, Phile 2 


ADVERTISING 
Kingsley 63038 


Ever Hear Of An Over-rated 


Advertising Manager ? 


Advertising managers have often 
appeared to us as among the most 
inapprec iated people in the business 
world. Maybe, you've never stopped 
to think about it but there are a lot of 
abilities that an advertising manager 
has to have to fulfill his job. 


We started to list them the other day 
on the back of a luncheon napkin, It is 
a pretty good in-door sport and perhaps 
you would like to start by checking over 


our list. It goes this way. 


The endurance of a boxer to sustain the 


conventions, late hours and general 
running around. 


The calm decisiveness of a judge to 
keep top brass, sales personnel, pro- 
duction people, accountants, agency 


peopleand repsin their place and happy. 


The Sagacity of a prophet to know what 
Dania aon dit BB otis oe 
is going to happen before it happens. 


The glassy stare of a miser when trying 
to fend off undue raids on the budget. 


The financial abandon of ‘ner-do-well 


when trying to butter up the guy who 
can do something for the company. 


They're Wonderful . . Hening & 


Philadelphia agency 


the qualitie: 


Reach for the stars, but not 
a new title, admen urged 
® cHIcaGco .. The industrial adver- 
tising manager’s personal future lies 
not in reaching for new titles but 
in improving his own worth to the 
company in his present job, Sidney 
R. Bernstein, editorial director of 
INDUSTRIAL MARKETING, told the Chi- 
cago Industrial Advertisers Assn. 
Mr. Bernstein, who also is editor 
of Advertising Age, made the state- 
ment in a panel discussion of how 
the industrial advertising manage) 
can best progress in his company 
Mr. Bernstein that 


progress would come faster if the 


said personal 
advertising manager worked at be- 
coming a better business man and 
better marketing man thereby 
increasing the stature of his position 
and industrial advertising generally. 

Mr. Bernstein urged the industrial 
adman to “reach for the stars,” to 
beware of becoming too comfortable 





Ti a Se i 4 


brings response from the 
tremendous horizontal market 


Of coal users 


aor " Bud 


Little wonder! The men who read UTILIZATION — need it! 


A 


For 


UTILIZATION alone explores every phase of coal-use. Editorial ma- 


terial is based upon 


regularly checked 


interest in what UTILIZATION tells and sells every month is 


reader-preference — so 


heightened. Here are some current examples: 


“A fine job, and everyone should give 
more time to reading the ads.”—Mgr., 
Penna. Mfgr. 

“UTILIZATION has been very in- 
formative.’—M. M., Naval Base, Va. 
“Do you know of any yard conveyor 
to catch screenings?”’—Pres., Retail 
Yard, Va. 

“Real good reading; is passed around 
power house.”—Chf. Eng., Mfgr., Pa. 
“We appreciate your helpful tips.” 
Mgr., Stoker Dept., Retail Yard, Mich. 
“The advertisements keep me up-to 
date.”—Pl. Mgr., Pah 


Cement Co., N 


“T find something of interest in every 
Chf. Engr., Paper Co., N. Y. 


’ 


issue,” 
“Enjoy the news features thoroughly.’ 
Chem., Power Co., Ala. 
“Found useful information on 
coal handling.”—Wks. Engr., Salt Co., 
Ohio 
“After 
reference.” 
fe £ 
“T also like to learn of new equipment 
and products.”—Pres., Mfgr., Mass. 
“It shows us what the other fellow is 
doing. We have picked up new ideas.” 


Pl. Engr., Mfgr., N. ¥ 


some 


reading, it is filed for future 
Gen. P. A., Optical Co., 


If you want to sell the companies who burn, buy, dock, export, 


handle, heat 
stockpile coal 
participate . . . UTILIZATION. 


MECHANIZATION, 


The MAGAZINE of COAL USES 


with, load, manufacture with, move, sell, ship or 
use the publication in which your prospects 


*Kased on a 1953 Survey of Readers 


, PUBLISHERS 


1120 MUNSEY BLDG. 
WASHINGTON 4, D.C. 


NEW YORK @ CHICAGO 
PITTSBURGH 
SAN FRANCISCO 
LOS ANGELES 


N BP) 


June 1959 /139 





The PAPER INDUSTRY monthly magazine is YOUR 
BUSINESS PAPER for selling the paper and pulp manufac- 
turing industry 


#5, of circulation is SUBSCRIBED to by top-bracket management 
and operating personnel 


LARGEST VOLUNTARY PAID (ABC) CIRCULATION — 
largely READ AT HOME! 


U 


MILL 


CATA Meme 





Buy thie Unit! Blanket the Market! 


3000 KEY EXECUTIVES receive this catalogue — 
that means 100% DISTRIBUTION — one or more 
copies to EVERY PAPER and PULP MILL in the 
UNITED STATES and CANADA 





See SRDS for Combination Rates. 5 ff 
SSSA 


FRITZ PUBLICATIONS, INC. © 431 SOUTH DEARBORN STREET * CHICAGO 5, ILLINOIS 


, ’ 
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in his job and to seek continually to 
rise above mediocrity in his ideas 
and his work. 

Other panel members were Harry 
Conover, president, Conover-Mast 
Publications, New York, and James 
T. Mangan, sales promotion, public 
relations consultant and author. 

Mr. Conover painted a bright fu- 
ture for industrial admen, citing the 
rapid progress of industrial adver- 
tising in recent decades and the 
growth and vitality achieved by the 
National Industrial Advertisers As- 
sociation since its formation by a 
handful of men 30 years ago. 

Mr. Mangan urged industrial ad- 
men to speak up for their convic- 
tions when conferring with manage- 
ment, even when those convictions 
may be unpopular. 

“Only first be as sure as you can 
“And 


what 


that you're right,” he said. 
don’t ever ever merely say 
you think the boss wants you to 
say.” 

He urged admen to become better 
writers, better typographers, better 
designers. 

“There isn’t yet a newspaper in 
the country whose columns are 
aligned,” he declared. 

Taking issue with this advice, Mr. 
Bernstein asserted that it isn’t im- 
portant for the advertising manager 
to become a printer and a typog- 
rapher 

“Whether columns of type align 
isn’t nearly so important to the ad- 
vertising man as what he says in 


those columns,” he asserted. 


Heart attack brings death to 
Sydney Mahan of Jack & Heintz 
. Sydney D. Mahan, 
director of public relations and ad- 
vertising, Jack & Heintz, Inc., died 
of a heart attack at 
Chagrin Falls, O. 

Mr. Mahan, who joined Jack & 
Heintz, manufacturer of aircraft ac- 
cessories and commercial motors, in 
1950, was general advertising man- 
ager of Westinghouse Electric Corp. 
at Pittsburgh from 1937 to 1941, 
when he became information direc- 
tor for the war savings staff in 
Washington. He _ originated the 
original defense savings bond ad- 


® CLEVELAND 


his home in 


vertising and promotion program. 
In 1944 Mr. Mahan became direc- 
tor of advertising and public rela- 








601/Circle on Readers’ Service Card 
Six case histories 
of successful advertising 

Six folders by McGraw-Hill Publishing 
Co., New York, give examples of business 
paper advertising at work. Each case 
history is illustrated by an entry in NIAA 
ad contest for 1952 and each follows a 
simple form . . objective, campaign, re- 
sults 


602 /Circle on Readers’ Service Card 


Chart shows easy way to reach 
original equipment market 

Chart by Product Engineering, New 
York, lists 73 manufacturing divisions of 
$26 billion original equipment market. 
Listincs are by type of machinery, equip- 
ment manufactured by each. Chart also 
provides for covering major buying influ- 


ences. 


603/Circle on Readers’ Service Card 


Reaching the mass feeding, 
housing market by catalog 

How you can be sure your catalog will 
reach and be used by the institutions who 
buy, the suppliers who sell, the architects, 
desicners who specify for the mass feed- 
ing, mass housing market is subject of 
this brochure by Catalog Directory, Chi- 
cago. Proper distribution, instant avail- 
ability are reported on. 


604/Circle on Readers’ Service Card 


Service Equipment and Refrigeration,’’ 
Ahrens Publishing Co., New York. Na 


tional morket, buying factors, sectional 
markets all are covered. 


60G/Circle on Readers’ Service Card 


$15 billion export market 
described in data book 

Export market data for the chemical 
process industries, showing products, dol 
lar volume and countries where exports go 
is listed in "Overseas Bound,” by McGraw 
Hill, New York. The booklet contains in 
formation of interest to any small or large 
businessman interested in export business. 


607/Circle on Readers’ Service Card 


Expanding aviation market is 
field for many manufacturers 


The commercial, military and _ utility 


Readers’ Service Dept. 


marketing aids 


* Send for these helpful selling tools 


aviation market is covered in a "Report 
on the Market it Serves” by Aviation 
Week, New York. 
widespread nature of the market, the di- 


Information on the 


versity of manufacturing services utilized 
and the expansion of the aviation market 


is included. 


608/Circle on Readers’ Service Card 


Architectural activity shown 
in cross-section study 


A study of a cross section of U. S. arch 
itectural firms showing expected volume 
of design activity and work to be put in 
place expected in 1953 is given in ‘Survey 
of 1953 Architectural Activity’’ by Progres 
sive Architecture, New York. New struc- 
tural techniques and new building prod 
ucts and materials are included, with em 
phasis on the market. 
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606 607 608 


Data sheet provides pointers PRODUCTS SOLO 


for preparing small ads 610 








ADORESS 





Simple, understandable suggestions for 
preparing successful 1/9 and 2/9 page 614 
advertisements are listed in data sheet 
prepared by Industrial Equipment News, 

New York. - Data sheet also gives example 
of ad using suggestions offered. 





City & ZONE 


#Note inquiries for items listed 
not serviced beyond Sept. 15, 1953 


605 /Circle on Readers’ Service Card 
There's big business in 
hotel, restaurant market 

The combined total sales volume of the 
restcurant and hotel business in 1952 ex- 
ceeded $10 billion. A comprehensive 


analysis of this market is presented in 
"The Restaurant and Hotel Market for Food 
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@O8/Circle on Readers’ Service Card 
Metalworking survey shows 
use of powder metal parts 


Data from 979 metalworking plants em- 
ploying 600,050 production workers form 
the basis for a study of the use of powder 
metal parts such as bearing, mechanical 
and electrical components by the metal- 
working industry. Applications and an 
estimate of the dollar value of powder 
parts used by the industry are given. 


610/Circle on Readers’ Service Card 


Report on ownership, purchases 
of tools and equipment 


A “Tool and Equipment Survey” by 
Practical Builder, Chicago, shows owner- 
ship and purchases of 24 representative 
tool and equipment items among contrac- 
The survey makes 
arrive at reasonable esti- 


tor-builder subscribers. 


it possible t 


Zz. 





~ 


mates of sales potentials not only on the 
24 items studied but on many similar or 
related tools and equipment units. 


611/Circle on Readers’ Service Card 


Here’s market coverage study 
of graphic arts industry 

The number of graphic arts plants in 
each state and a tabulation of size of 
plants by numbers and types of presses 
and other equipment is provided in "1952 
Market Coverage Analysis” by Graphic 
Arts Monthly, Chicago. Tabulation in- 
cludes commercial and private graphic 
arts plants. 


612/Circle on Readers’ Service Card 
Metalworking market study is 
picture of complex industry 

Volume 1 of “Basic Marketing Data” by 


No 
Postage Stamp 
N 
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If Mailed in the 
United States 
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CITY & ZONE 


*Note 


inquiries for items listed 


not serviced beyond Sept. 15, 1953 


Iron Age, New York, gives a national sta- 
tistical picture of metalworking industry 
plants employing more than 20 workers. 
The plants are classified by their major 
products in two, three and four digit major 
industry groups as defined in the gov- 
ernment standard industrial classification 
manual. 


613/Circle on Readers’ Service Card 
Buying influences in wood 
and wood products market 


“The Reading Habits and Preferences of 
Executives in the Wood and Wood Prod- 
ucts Industry” is the subject of a 14-page 
booklet by Wood & Wood Products, Chi- 
cago. Sizes of plant, buying factors, 
whether companies are single or multiple 
operators all are included. 


614/Circle on Readers’ Service Card 


There's a big market 
in chemical equipment 

The market for instruments, equipment 
and chemicals is outlined in 24 data sheets 
.. "Analytical Chemistry Fact Files” . . by 
Analytical Chemistry, New York. The 
fact file describes the buyers and specifiers 
at work and illustrates how the publica- 
tion reaches them. 


615/Circle on Readers’ Service Card 


Brand preference studied 
in cutting tools market 


A brand preference study of taps, drills, 
milling cutters, with a geographical break- 
down of preferences in different sections 
of the United States is shown in "A Study 
of Cutting Tool Buying Habits in the Metal- 
working Industry” by Steel, Cleveland. 
The study shows approximate annual ex- 
penditure for cutting tools as well as func- 
tions of persons influencing purchases. 


616/Circle on Readers’ Service Card 


Marine buying studied 
in comprehensive survey 


Current merchant and naval shipbuild- 
ing developments are summarized in a 
report . . “Selling the Greatest Peacetime 
Marine Market” . . by Marine Engineering, 
New York. The study includes detailed 
tables of shipbuilding in progress and a 
summary of the merchant fleet by types 
and tonnages of vessels. 


da 
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for publications 
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tions for the Crosley Corp. in Cin- 
cinnati, and in 1948 became a co- 
founder of Kammann-Mahan, Cin- 
cinnati advertising agency. 

He was a member of the Cleve- 
land Advertising Club and the Press 
Club of Cleveland. 

















Book Match Report . 


Match C Wad h 


Chicago TF Club elects 

William Wade president 

® cuicaco . . William S. Wade, 
Transportation Supply News, will 
head the TF club for the coming 
year, following election of officers 
at the annual business meeting. 

Other officers elected include Roy 
Gurley, Modern Railroads, vice- 
president; George H. Buehler, Ma- 
chinery, secretary, and _ Gilbert 
Thayer, Industrial Laboratories, 
treasurer. 

Speaker at the annual meeting 
was Emil G. Stanley, executive 
vice-president, Traffic Service 
Corp., who urged more and better 
use of sales letters. 

Letters by salesmen to prospects 
and clients are more valuable than 
sales reports, Mr. Stanley claimed. 
He listed five advantages of sales 
letters: (1) they get into the pros- 
pect’s office when the door is closed, 
(2) no one resents receiving a let- 
ter, (3) sales letters are time-savers 
for both buyer and seller, (4) the 
letter gets the story on paper for 
conference use, (5) letters are an 
economical way of supplementing 
the sales effort. 


IT'S A FACT, YOUR PROSPECTS EAGERLY 





WAIT FOR YOUR ADVERTISEMENT 


cs | 
ROBERT STONE 


Hotels, Auto Dealers, 
Real Estate Agents, 
Businesses of all kinds 
find their prospects ap- 
preciate Deskfinder 
Blotters. 


Here’s how it works 


You send us a typewritten list of 100 or morc SEND NOW 
names, and your advertising copy. For 8'/5c a 
; for free samples of 


name we print your prospect's name on the front 
; Deskfinder Blotters, 


of a colortul blotter containing the calendar of 


, and order instruc- 
the month. Your advertising message goes on 


tions. You'll say it's 


reverse side Price drops to 41/4c for same names 
worth $8.50 to try 


in subsequent months, and you can add or delet 


: a hundred. 
names. No contract. You stop any time you want. 


DESKFINDER BLOTTERS 


EFFECTIVE PERSONALIZED ADVERTISING 


P. O. Box 337 In Canada: Office Overload Co. 
Costa Mesa, California Syndicate Building 
Winnipeg, Manitoba 
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Names MASS TRANSPORTATION ; 
@ Send for available Reprints of editorial features 


as favorite cre offered here as a special 


bd service to IM readers. Please 
Te rints send number and name of 
article with exact amount in 
coins, stamps or check to: The 
Editor. Industrial Marketing, 203 
E. Illinois St., Chicago. 
Sorry, we can’t handle credit 
orders under $1. We'll be happy 
feature articles to bill you for larger sums. 


of Industrial Marketing 





What 641 leading advertisers spend i:: business papers 


479 advertising agencies place 470,022 business paper pages 
A 


How industrial advertising paid off 
in NIAA st { ; ; 


How to know when to use manufacturers’ agents 


Four steps to evaluating inquiries . . duds or hot ones 


W.H. “BILLY” SPEARS, Director of Advertising What advertisers should know about industrial copy 
Chicago, aye" ASS THANSPORTATION 218 Eight wivertioers tell pepe from external publications 

it is my favorite publication in this field.” — 

is" THAWSrORTATON vein greg 7 ‘Pvp clare ney hi ir ns cr i 
ny gp ply enectin roneh the men i216 What will happen to expanded plant capacity? 


> MASS TRANSPORTATION! | How to live happily with your agency . . and vice versa 


91 companies report . . industrial salesmen earn average $8,000 in ‘51 
hy Merle K . Mar 195 25c 


Kinar 
ig 


Industrial ad budgets to hit 2.16% in ‘52 


(Sl I a a cea SS 
by Bob / hison 1 
R211 Salaries of industrial ad managers rise in past 11 years. . 
Median industrial advertiser spends $150,000 
by Bob Aitchison, Nov. and De ins. 4 
R208 Today's cheap advertising dollar . . is it fact or fancy? 
by Borden Putnam, Nov., 195 d 


1951 business paper volume to reach all-time peak 
by R. Ver in, Sept 5] y 


How to use Starch readership reports 
wee " Sawver. lulvy. A 3c 


ADVERTISING | 
4205 Today's sales incomes can get out of hand . . stop them 
PAGES <ivinlapielaigaaaat 


. were placed in Construction News 


A guide to better publicity 


H indust buys 
Monthly during 1952. These adver- ey hn Mt % wr ( 


tisers concentrated their sales efforts Ri96 How business papers can meet their new competition 
k W um A. Marstelle Apr 19% é 


at the local level. Construction 
How to measure results of industrial advertising 
William A. Marsteller, May 4 Z 


News Monthly's circulation blankets 


the construction industry through- K!61] We went to four-color inserts on a cut budget 
by Clifford Stubbs, June, 1948. 2 


out Oklahoma, eastern Missouri, 
Arkansas, western Tennessee, Mis- Mockup demonstrator improves salesmen’s closing ratio 
sissippi and Lovisiana with local P : ; 
Using newspaper advertising to spot industrial buyers 
bid news, local job pictures, local by Wilhelm Ferdinand, Aug., 1948. < 
contracts and awards, and news Rl4 How can I find what type to use? 
about local people in the industry. aie cae ial 
Market research co 
i rm t 1 t 


C i 
onstruction i] The effectiveness of repeated advertisements 


LITTLE ROCK, ARKANSAS Ri27 The economics of industrial advertising 
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“2. The campaign has been 
very, very successful... the 
simultaneous delivery of 
Telegrams with sample 
kits .. .provided the necessary 





impetus.”’ 


Western Union 


for fast, 


fo [YoY -Vato le] e) (-1 
“DISTRIBUTION” 
SERVICE 


Quick , economical dis- 
tribution by depend- 
able messenger service 
in all urban markets. 
Perfect for point-of- 
sale displays, profes- 
sional sampling to 
doctors, dentists, druggists and an unlim- 
ited range of other business promotions. 


Other Western Union Services 

@ MARKET SURVEYS— Fast, efficient way to 
check consumer attitudes and brand 
preferences. 

* CIRCULATION VERIFICATION—C hecks titles, 
buying influence and addresses. 

@ PUBLIC OPINION POLLS—Spot checks on 
media coverage and consumer prefer- 
ences. 

@ “OPERATOR 25”°— Enables advertisers to 
give prospects the names of local deal- 
ers by telephone — provides missing link 
between advertiser and consumer. 


for further information on any or all 
these special services, call your 


local office of WES TERN 
UNION 














Watch 


for 
YOUR 


copy 


of 
Industrial Marketing's 
1954 MARKET DATA & 
DIRECTORY NUMBER 


To be Published 
JUNE 25 








Three companies win Sheppard 


industrial ad awards 


® MONTREAL . . The fourth annual 
Sheppard Awards for outstanding 
industrial advertising have been 
presented to the Pulp & Paper In- 
dustry of Canada, Montreal; Brown 
Boveri (Canada) Ltd., Montreal, 
and Dairy Brewery Equipment Di- 
vision, O’Donnell-Mackie, Ltd., To- 
ronto. 

Prize money totaling $500 was 
presented by Charles H. Broad, 
president, Canadian Engineering 
Publications, and T. S. Glover, pres- 
ident, Hamilton chapter, NIAA, 
which arranged for the judging. 

Winners in the competition, in- 
cluding firms and their advertising 
agencies, placed as follows: 

Institutional: (1). Pulp & Paper 
Industry of Canada, Montreal, Mac- 
Laren Advertising Co. Ltd. (2). 
Canadian Industries Limited, ex- 
plosives division, Cockfield Brown & 
Co. Ltd. (3). The Dominion Brake 
Shoe Co. Ltd., Joliette Steel Divi- 
sion, McConnell Eastman & Co. Ltd. 

Product service: (1). Brown 
Boveri (Canada) Limited, Montreal, 
McConnell Eastman & Co. Ltd. (2). 
T. S. Simms and Co. Limited, Saint 
John, N.B., E. W. Reynolds Ltd., 
Toronto. (3). J. A. Wilson Light- 
ing & Display Limited, Toronto, 
John McKenney Bingham Ltd. 

Less-than-page: (1). Dairy Brew- 
ery Equipment Division, O’Connell- 
Mackie Limited, Toronto, Industrial 
Advertising Agency, Ltd. (2). Ad- 
dressograph-Multigraph of Canada 
Ltd., Toronto, R. C. Smith & Son 
Ltd. (3). Canadian Allis-Chalmers, 
Montreal, MacLaren Advertising 
Co. Ltd. 


New York sales managers club 


elects Lawder president 
. Robert A. Lawder, 


sales manager, apartment house di- 
vision, Minneapolis-Honeywell Reg- 
ulator Co., has been elected presi- 
dent of the New York Sales Man- 
agers Club 

Other officers include H. David 
Ward, Scovill Manufacturing Co., 
vice-president; J. William Johnson, 
Dennison Mfg. Co., secretary; G. 
Lloyd King, retired, treasurer, and 
M. Desmond Carlon, Simplex Pa- 


perbox Co., assistant secretary 


@ NEW YORK . 
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ida em els LATEST 
METALS METALS 


i MORE METALS 


Y ADVERTISING 
THAN ANY 
OTHER MEDIUM 


ROUNDUP OF 
METALS SUPPLY 
AND DEMAND 


Read daily by over 30,000 pur- 
chasing and management ex- 
who directly con- 
trol or influence purchases of 
metals, equipment and ma- 
chinery ... An effective ad- 
vertising medium now carry- 
ing the advertisements of over 
300 important sellers of met- 
als, equipment and machinery 


ecutives 





AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


—— 
18 Cliff Street KABL) Ce old 








TO REACH THE 
7,500 CHIEFS 
in the 
CONSTRUCTION 
INDUSTRY 
who buy 


Equipment 
and 
Services 


for use in construction . . 


you should use the 


JOURNAL of the 
AMERICAN 
CONCRETE INSTITUTE 


18263 W. McNichols Rd., Detroit 19 
See your 
MARKET DATA & DIRECTORY 
NUMBER for details 
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Why 


it’s Your Basic Advertising Buy 


to sell the $9 Billion 
Forest Products Industry* 





*Manufacturers of Lumber — Plywood and 
Veneer — Wood Containers — Furniture — 
Millwork — Flooring — Many Other Wood 
Products —- and Large Industrial Users of 
Wood 











. WOOD & WOOD PRODUCTS gives you 
concentrated coverage of the larger op- 
erators the 28% who produce 88% of 
the total industry output. 


. WOOD & WOOD PRODUCTS is designed 
to bring your sales message to the TOP 
EXECUTIVES who make the buying de- 
cisions . . . specify or influence the pur- 
chase of products, equipment or services 
used in the manufacture, processing, han- 
dling and transportation of lumber and 
all other wood products. 

. WOOD & WOOD PRODUCTS gives its 
readers planned editorial content based on 


actual field research and careful analysis 
of industry trends. 


. WOOD & WOOD PRODUCTS editorial 
leadership assures maximum ADVERTIS- 
ING READERSHIP, as evidenced by ad- 
vertisers reports on sales resulting from 
the superior quality inquiries received from 
readers. 


. WOOD & WOOD PRODUCTS, through its 
circulation policy of “not how many, but 
WHO.” delivers greater buying power. 


. WOOD & WOOD PRODUCTS, added to 
your regular sales force. gives you power- 
ful sales coverage of the entire Forest 
Products Industry. 


@ For proof of WOOD & WOOD PRODUCTS 
effectiveness, ask for your FREE copy of our 
mew Market and Readership Study and our 
latest Market Data File. 


@ To sell the Forest Products Industry, plan 
@ FULL SCHEDULE in... 


wooD 


wood products 


A VANCE PUBLICATION 
139 N. Clark St. Chicago 2, Ill. 


© 
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.. merchandised 
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t ingre 


Promotion of hidden component 


| 
| 
| 


boosts rubber-based paint sales 


100 manufacturers 


now are boosting sales by promot- 


@® MORE THAN 


ing the same component in their 
end-product advertising. 


They 


whose business publication and oth- 


are paint manufacturers 
er advertising identifies their rub- 
ber-based paints as “made with 
Pliolite S-5.” The for this 


tactic and for the sales surge lies in 


reason 


a promotion drive for S-5 planned 
nearly three years ago by the Chem- 
ical Division of Goodyear Tire & 
Rubber Co., Akron, O. 

While this is a story of successful 
product promotion, an unusual ele- 
ment lies in the fact that the prod- 
uct itself is completely invisible to 
Fo: 


aroused 


this rea- 


the 


the paint consumer. 


son, the details have 





interest of many concerned with in- 
dustrial marketing, particularly in 
the chemical process industries. 
Over the past decade there has 
been a trend among raw material 
suppliers to help their customers 
A pop- 
ular method has been to promote, 


sell the finished products. 


to the consumer, the advantages of 


finished products made from the 
raw material. 

Many examples in the textile in- 
dustry, and more recently in the 
industry, illustrate this 


General methods for build- 


plastics 
point. 
ing sales through ingredient iden- 
tification have been developed grad- 
ually and are now fairly well de- 
fined. 

But these methods usually are as- 
materials that 
distinguished as a 


sociated with raw 
easily can be 
either by 


through touch or taste. 


sight or 
While the 
marketing method is not new, it is 


component, 


complicated when the raw material 


loses its identity in the finished 


product. 


CHEMICAL 


DIVISION 


For Tie-In . . 7 


turers pian tnel wn masonry paint cam 


paint manutac 


jyear advertis 


j, this wenaar scneau Was distributed 


In this story, the raw material is 
a styrene-butadiene copolymer res- 
in, odorless, tasteless, white and 
Using the resin, manu- 


facturers can make a masonry paint 


granular. 


most equal to quality house paint in 
ease of application, durability and 
lasting beauty. 

The masonry paint differs from 
ordinary house paint in that it is 
fully resistant to the alkalies found 


in cement-type surfaces. Not to be 


MEYERCORD 


Namuplue DECALS 


FOR EVERY SURFACE AND FINISH 


Meyercord Decal Engineers and Designers Can Help You 
Lick that Tough Problem... and at LOWER COST, TOO! 


If you want to ADVERTISE .. . INSTRUCT 


. or IDENTIFY on any 


surface from smooth, non-porous plastics to rough, pebbly materials, Meyer- 


cord engineers will come up with the answers in a hurry. We dipped into our 


recent orders and highlight below a few “case histories’ where Meyercord 


Decals have been engineered for extremely difficult conditions: 


AIRCRAFT INDUSTRY — Meyercord engi 
neers, working closely with industry en- 
gineering departments, developed a 
special identification decal capable of 
withstanding Jet temperatures to 900 
as well as the effects of aeromatic fuels 
and hydraulic fluids. 


ELECTRONICS INDUSTRY —A leading 
electronics manufacturer required a sche- 
matic diagram which could be folded 
compactly and placed inside communi- 
cation sets. Meyercord solved the prob- 
lem with a special decal applied to 
nylon fabric under heat and pressure 


PLASTICS INDUSTRY—A Kansas City 
Plastics manufacturer wanted a series 
of decals showing miniature gasoline 
pumps for application to plastic salt and 
pepper shakers. Meyercord produced a 
special transfer that fulfills the custom 
er's exacting requirements. 


ADVERTISE, 
IDENTIFY, DECORATE 


HOME APPLIANCES — To reduce manu 
facturing costs without sacrificing qual 
ity, Meyercord engineers developed a 
new type of open-letter decal providing 
high color and dramatic effect —at less 
than one third the cost of discarded 
metal identification name plates. 


Write for MEYERCORD DECAL 
NAMEPLATE MANUAL and 


Full Information . . . FREE 


Meyercord 'Mark-it’ Manual shows 
hundreds of uses for durable, washable 
decal nameplates .. . as trade marks, 
instructions, charts or diagrams... in any 
size, colors or designs. Shows how Meyer- 
cord Decal Nameplates speed produc 

tion, cut costs. This manual is FREE, but 
request iton company letterhead, please 


THE MEYERCORD Co. 


MEYER eumbaiekane Worlds Lergest Decaleomania Manufacturers 


DEPT. F-308, 5323 WEST LAKE STREET - CHICAGO 44, ILLINOIS 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon’s Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 

Price $6.00 — it will soon save its cost. 


BACON’S. CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 





you wish to reach the 


coal trade use 


CHICAGO 
Manhattan Bidg. 


NEW YORK 
Whitehall Bidg. 


For over 67 years the leading 
lournal of the coal industry 
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for the t 
th #7 
Annual 
NATIONAL 


Industrial Packaging 
& Materials Handling 


EXPOSITION 


OCTOBER 20-21-22-1953 
MECHANICS BLDG. ¢ BOSTON, MASS. 


you § New, unusual, refined, 

WiLL modernized products, 
EXAMINE & equipment and ma- 
terials 


YOu’tt & Foremost industrial 
GET TO packaging and mate- 
KNOW §& rials handling men 


you § The newest — 

CAN from the renowned 
LEARN “Short Course’’ in 

packaging and ma 

terials handling 
(Sponsored by Mech. 
Eng. Dept. of M.1.T.) 


Interesting, instruc- 
tive entries in the 
National Protective 
Packaging and Ma- 
terials Handling 
Competition 


ait! me 


Packaging ond 
Materials Handling 





in the GREAT 
NEW ENGLAND 
MARKET 


For full information, write 
Society of Industrial Packaging 
& Materials Handling Engineers 


Room 902-8, 20 W. Jackson Bivd., Chicago 4 
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confused with rubber-based “latex” 
paint, rubber-based Pliolite S-5 
type paints are more than satisfac- 
tory for exterior use on asbestos 
shingles, stucco, concrete block, and 
on concrete floors. 

Since 1946, when the resin was 
first introduced, Goodyear organized 
a well-trained, technical sales staff 
to service the paint industry. To 
explore and develop the uses of the 
resin, a modern development lab- 
oratory was established. 

Through business paper advertis- 
ing, trade show participation and 
other conventional forms of pub- 
licity, the resin became well-known 
within the industry. Despite all of 
these efforts, a good product and a 
large volume potential, paints made 
with the resin were considered spe- 
cialty items and received compara- 


tively meager consumer promotion. 


Dispelling a Nemesis . . To com- 
plete an aggressive sales program 
and dispel the specialty nemesis, 
there remained only the task of 
helping the manufacturer sell the 
paint. With full cognizance of many 
pitfalls, a plan was drawn up to 
help the sale of rubber-based paint 
by promoting “paint containing 
Pliolite S-5.” Its avowed objective 
was to stimulate paint manufactur- 
ers’ sales by winning and _ holding 
identity for the hidden product, 
Pliolite S-5. The decision to pro- 
ceed cautiously was based on these 
basic considerations: 

1. Nature of the paint industry, 
its receptiveness to new ideas and 
its alert awareness of consumer de- 
mand. 

2. Nature of the product, which 
fulfilled a need lending itself to ef- 
fective promotion. 

3. Sales advantages that would 
accrue from winning and _ holding 
identity. 

4. Volume of business, established 
and projected with the other factors 
considered, which assured a market 
of sufficient size to wage a good 


campaign 


Wanted by End Users. . It was 
believed that manufacturers would 
appreciate a Goodyear program 
bolstering their own promotion and 
stimulating their sales. Manufac- 
turers had little to lose because each 
had his own brand name identified 


on his own individual label. Each 
manufacturer still depended on his 
own sales ability and reputation. 
But success of the program de- 
pended on whether or not paint 
manufacturers would participate, so 
late in 1950 Goodyear took the first 
steps to find out to what extent 
manufacturers would cooperate. 

Free Pliolite S-5 identification 
was offered to accredited manufac- 
turers who had a standard quality 
paint for trade sales. For trade- 
mark protection, detailed instruc- 
tion sheets outlining correct use 
were issued. Mats, electrotypes and 
glossy prints of the diamond logo- 
type were made available 

To guard against misrepresenta- 
tion and false claims, all manufac- 
turers’ literature, advertisements 
and labels were sent to Goodyear 
executive offices in Akron for 
checking and approval, if use of the 
logotype was contemplated. With- 
out further encouragement, a num- 
ber of manufacturers incorporated 
the logotype in their printed list of 


ingredients. 


To assist these manufacturers in 
educating their sales organizations 
on why they used the resin, reprints 
of business paper ads were selected 
carefully and distributed. In 1951, 
a series of ads began, acquainting 
paint dealers with the merits of 
paint “formulated around Pliolite 


S-5.” 





Photographs of successful appli- 
cations were made available in lim- 
ited quantities to supplement ad re- 
prints. Articles and 
were distributed for publication. In 
1952, with more manufacturers par- 
ticipating, another campaign similar 
to the continuing dealer series in- 
troduced the resin to painting con- 
After two years of prep- 


news. items 


tractors. 
aration, a firm position in the paint 
industry had been established. It 
was time to elicit the consumer de- 
mand on which the program would 
stand or fall. 


42% Response .. In July 1952, the 
product was demonstrated to a tele- 
vision audience, estimated at 20,- 
000,000, with a two-minute com- 
the Goodyear TV 
from 


mercial over 


Playhouse. Response con- 


sumers was final assurance that 
complementary promotion of the 
hidden product, Pliolite S-5, could 
be successful. 

Based on this response a full scale 
future program was finalized and a 
preview mailed to more than 200 
accredited manufacturers. Full-col- 
or Business Week ads opened the 
campaign. By direct mail, small 
stickers of the logotype were of- 
fered for use on current label sup- 
plies. A 42°% response for the logo- 
type stickers clinched large immedi- 
ate manufacturer participation. 

At a moderate price, personalized 


folders containing directions fon 
painting concrete floors were of- 
fered manufacturers for consume) 
distribution. Over 100,000 were sold 
booklet 


mending surface preparations and 


A personalized recom- 
application procedures for all ma- 
sonry surfaces was offered as an- 
other point-of-purchase sales aid 
Both the folder and the booklet 
were referred to in home mainte- 
nance sections of newspapers and 
magazines 

Goodyear’s Chemical Division was 
deluged every week with hundreds 
of consumer requests for names of 
suppliers. In the first quarter of 
1953, 2,000 requests were received 
To answer the continuing flow of 
inquiries, a “Buyers’ Directory” was 
prepared with the cooperation of 
137 manufacturers. 

So that participating manufactur- 
ers could tie-in with Goodyear ad- 
vertising, a calendar listing the 1953 
schedule was mailed to them. With 
this information, many purchased 
local spot television time to follow 
the Goodyear TV Playhouse, April 
26. Counter cards mentioning ads 
in Business Week, Sunset, and Liv- 
ing were distributed to dealers. 

Concurrently, many manufactur- 
ers are featuring their masonry 
paints in newspaper ads and win- 
dow displays. Sales 
Thus, hidden product identification 


r 


is helping sell paint and Pliolite S-5 


have risen. 
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Atomic Coffee-Break .. A | 
show for Lily-Tulig 
in branch 


removat 


97% Coverage! 


97% 


of the Meat 
Packing Indus- 
try production 
volume is done 
by the readers 
of the 
NATIONAL 
PROVISIONER. 


BUSINESS DECISIONS many times 
daily are based on PROVISIONER edi 
No other 


single source gives such extensive and 


torial and market information. 
dependable information 


EDITORIAL DOMINANCE — ix ;,- 
two years of service to the Meat Packing 
field qualities us as the “one-stop” service 
the Voice of the Meat Pack- 

And, the PROVISIONER 
All subserip 


publication 
ing Industry. 
has an 85% renewal rate! 


tions are for ONE year only. 


A PARALLEL CYCLE — 5> jimes a 


year, the industry completes a live-stock 
to-consumer-sale cycle. 52 times a year 
the PROVISIONER brings the news to 
this industry which it must have for the 
most profitable operation. 


FOOD FIELD EQUIPMENT can be 
sold to this substantial market, and The 
NATIONAL PROVISIONER will do a 


better selling job for you. 


CALL OUR REPRESENTATIVE jy, you; 


area or write for complete information 
on how best to develop this vast market 


for your product or service 


® 


Leading Publication in the Meat Packing and Aled industries Since 


15 WEST HURON ST., CHICAGO 10, ILL. 


New York 17 — 18 East 41s¢ $t. 
San Francisco 5 — 625 Market St. 
Los Angeles 5 — 3727 W. 6th St. 








The feature article of 
the August issue of BLAST 
FURNACE AND STEEL PLANT 
will be a write-up of the 
plants of the Youngstown 
Sheet & Tube Co., Indiana 
Harbor, Indiana. Your 
client may be one of those 
who has furnished equip- 
ment or supplies to this 
company. If so he may 
wish to carry an advertise- 
ment in the August issue to 
tie in with the article. 
Photographs at nominal 
cost may be obtained for 
those who advertise and 
the name of Youngstown 
Sheet and Tube Co. may be 
mentioned in the adver- 
tisement. Forms close July 
6th. Regular rates will ap- 
ply. 

if interested write for 
further details to: 


BLAST FURNACE AND 
STEEL PLANT 
4 Smithfield Street 
Pittsburgh 30, Pa. 














Bf 
Fe om MINING 


la read by 


“@ Coal Mining takes your 
sales message to buyers wherever coal 
is mined. Its carefully controlled circula 
tion, revised daily, guarantees you max 
imum advertising contact with operating 
executives, managers and supervisors 
engaged in the production of bituminous 


and anthracite 


it pays to advertise in 
COAL MINING 


J. O. Vinney, president, Speco, Inc., 
Cleveland paint manufacturer says: ‘We 
have advertised exclusively to the min 
ing industry in Coal Mining since 1946. 
Results have been consistently good and 
our sales have increased steadily .. .” 


- COAL MINING — 


4575 Country Club Drives Pittsburgh 27, Pa. 
Serving the coal industry since 1899 
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Columbia to establish 


graphic arts center 


® NEW york .. Plans for the estab- 
lishment of a graphic arts center at 
Columbia University have been an- 
nounced by Dr. Grayson Kirk, Co- 
lumbia president. The center will 
be located on the Morningside 
Heights campus. 

Under the plan Columbia will 
open its resources to the industries 
on a_ service basis for research, 
study and exhibition purposes, and 
will train administrative and execu- 
tive talent for the Graphic Arts 
Industry. 

Meanwhile, the educational offer- 
ing in the graphic arts offered at 
Columbia has been enlarged so as 
to make 


a degree of Bachelor of Science with 


possible, for the first time, 
a major in graphic arts. Courses 
given include the fundamentals of 
printing, printing types, color in in- 
lithography, 


dustry, etching and 


calligraphy, book design and pro- 


duction, editing and_ publishing, 
principles of advertising. 

Special services now offered or in 
prospect under the new plan in- 
cluded: (1) a workshop to which 
companies can send employes for 
purposes of studying original mate- 
rials relating to the graphic arts, 
(2) research facilities for industries 
seeking special technical informa- 
tion such as historical documenta- 
tion of period design and objects, 
(3) seminars and lectures by mem- 
bers of the Columbia staff and by 
representatives of industry, designed 
to bring out improvements in pres- 
ent day quality, methods and tech- 
niques, and (5) opportunity to bor- 
row materials when not actively 
needed for use locally for exhibi- 
tion and reproduction purposes 

A goal of $750,000 has been set in 
a fund-raising program for the new 
Graphic Arts Center. 


Sheriff agency establishes 


‘related’ advertising program 
Walker B. Sheriff Co., 


Chicago, has announced a new kind 
“related 


® CHICAGO .. 


of advertising service 
advertising.” 

As an agency for related adver- 
tising, the company says it will 
produce any part of any piece, the 
whole piece, or the entire sales pro- 


PACIFIC NORTHWEST 


CONSTRUCTION 
MARKET 
DEPENDS 


ON THE 
PORTLAND, OREGON DAILY 


JOURNAL 
of COMMERCE 


FOR VITAL 
BUSINESS NE ws 


Just 10 construction companies, 
picked at random from D.J.C. 
subscribers, use over $1,000,000 
worth of petroleum products and 
tires alone a year. Two-thirds of 
the circulation of the D.J.C. is to 
construction men who must have 
the latest daily industrial news. 
Write for comets copy. 


Lf Lommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 





Working Tool of 
Pacific Northwest Business 








Industrial Marketing's 


1954 MARKET DATA & 
DIRECTORY NUMBER 


To be Published 


JUNE 25 











for Name Plates 
that help sell! 


: RET 


Arr you satisfied with 
your product’s identification? Sales and 
advertising men know how valuable a 
sparkling name plate can be. Let us help 
you create standout identification that 
reflects your product’s quality— marks 
it for more sales. Send a rough sketch 
or blue print for design suggestion and 
quotation. Write for your copy 
of “Etched or Lithographed 
Metal Products of Quality” 
with full color examples of our 
name and instruction plates. 


CHICAGO THRIFT—ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, ill., Dept. G 


SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 


New Markets !! 


If you want to sell inthe 
14 Southern states, investigate 
these official publications of 
the Southern Assn. of Science 
and Industry: 


SOUTHERN INDUSTRIAL DIRECTORY 


Lists more than 3,000 multi-million 
dollar manufacturers. Abundant 
market data. Used by purchasing 
agents to locate industrial equip- 
ment, supplies, services. New edi- 
tion in preparation. Annval, $5 per 
copy. 


SOUTHERN CHEMICAL INDUSTRY 





Guaranteed circulation of more than 
5,000 chemists, research directors, 
process engineers, technical execu- 
tives. Ideal medium for chemicals 
and apparatus. Issued bi-monthly 
with Journal of Southern Research. 
$5 per year. 


Write today to: 


5009 Peachtree Rd., Atlanta, Georgia 


A PTT 


motion, merchandising or collateral 
program. The service is intended 
to supplement advertising agencies 
and relieve them of “sales promo- 
tion headaches.” 

The company announced the ad- 
dition of Norman W. LeVally to its 
staff as vice-president in charge of 
the creative department. Mr. Le- 
Vally formerly headed his own 
agency, LeVally, Inc. 

In announcing its new service, 
the Sheriff agency feels it is break- 


ing a _ bottleneck caused by the 


“more than 110 services and func- 
tions that agencies have been called 
upon to furnish in recent years.” 


‘Candid Camera’ offers new 


sales training technique 
@ NEW YORK Advertisers now 
have a way to make a permanent 
record of how their salesmen and 
customers react to different sales 
techniques in buying situations. 

The record can be provided by 
“Candid Camera” and “Candid Mi- 
crophone.” Allen Funt, originator 
and producer of candid recordings 
and films, told the Merchandising 
Executives Club that candid film “is 
a dramatic merchandising and sales 
training tool.” 

Although 
films have been made in supermar- 


several experimental 
ket buying in the consumer field, 
the technique also can be applied to 
buyers at industrial shows. 

Mr. Funt said that the films and 
recordings can be made for sales 
training purposes to show do’s and 
don’ts of selling in any sales sit- 
uation. He said that conventional 
training films showing do’s and 
don’ts may fail to hold interest but 
that the candid technique focuses 
attention on customers who do not 
know their reactions are being re- 
corded and filmed encouraging 
trainees to accept the salesman’s 
role because of the credible situation 

Films and recordings made at the 
distributor or dealer outlets, Mr. 
Funt said, provide factual merchan- 
dising information for manufactur- 
ers, help them promote their prod- 
ucts to distributors and dealers, and 
suggest improvements in_ selling 
methods and display techniques. He 
added: “We have not touched a 
fraction of the possible merchandis- 
ing uses of the candid technique.” 


Animated Visual Aids 
—within every 
budget! 


8 mm 
moving 
pictures 
without 
projector 
or scréen 


movie 
melon viewer* 


e shows 50-ft. of 8 mm film 
e rewinds without reloading 
e action —-slow — stop motion 


"ha Melcon Movie Viewer makes possible 
sales representation and training orrentanon 
programs without great investment — without 
complicated equipment or operator skill. Black 
and white or color film that so” take may be 
edited and shown over and over again in this 
handsomely designed, skillfully engineered 
movie viewer. Let us help you to use the power- 
ful medium of visual aid — economically — for 
added sales. 

* patent pending 

Write for brochure: New View to Sales 


MELTON INDUSTRIES, INC. reno, NEVADA 








Swing your 


Sunday Punch 


in the BIG 


August Issue... 


August Buyers Guide Issue of Concrete 
Manufacturer’ is vital to every manufac- 
turer who has a stake in the Concrete 
Industries field. Highly regarded—kept 
throughout the year—referred to time 
and again as buying decisions are being 
made. 

Products listed alphabetically in the 
Buyers Guide 
identified in bold type. 


section. Advertisers 
Here's the place to swing your Sunday 
punch! Use a spread or multiple pages 
—use color, too, to accentuate your 
product story. 

Make space reservation NOW to as- 
sure choice position in this important 


issue. 
Forms close July 16 


Concrete 
Manufacturer 


431 $. Dearborn St., Chicago 5, Ill. 
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Gets the Most Out of Art... 


4 ‘ 


An art gallery merchandises 


CCS four-color campaign 


Cover story 


® WHEN YOU HAVE 


kids, each clamoring for attention 


seven growing 


and wanting to test his lungs, you're 
in the same spot as Continental 
& Steel Industries, New 
How to put each CCS di- 
into the limelight and still 


Copper 
York 
vision 
tell the public they're part of one 
big family was the problem solved 
by the CCS 
CCS 
and the agency, Hiram Ashe Ad- 


four-color campaign. 
President Ernest G. Jarvis 
vertising, felt a need to dramatize 
colorful situations that are part of 
the activities of the whole corpora- 
tion Whatever method 
lected had to present these activities 


was se- 


as dramatic experiences, not merely 
as industrial operations. 

They decided to use a series of 
paintings by one artist rather than 
photographs. Such paintings would 
not only catch the drama of these 
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situations, but would also give a 
feeling of family unity to the cam- 
paign, and would be identified as 


CCS all the way 


Several top commercial and in- 


down the line. 
dustrial illustrators were invited to 


submit work. Gustav Rehberger 
was selected to do the series be- 
cause it was felt that he could 
extract more of the drama and ex- 
citement from the situation 

The series, which was completed 
included 13 


Originally 


in about six months, 
pieces of powerful art 
it was planned only for use in the 
publication campaign in Business 
Week, Newsweek, and Dun’s Re- 
view. However the paintings were 
eventually incorporated into a full 
color two year calendar and a 90- 
page institutional booklet, as well. 

The paintings also formed the 


basis of an unusual “one-man 


The Cottage at the Hamp- 
shire New York was 


turned into an art gallery, and the 


show.’ 
House in 


press and public figures in the busi- 
ness world were invited to view the 
CCS collection of Rehberger paint- 
ings 
Considerable 


before any of the paintings were 


research was done 


even started The painting in the 
ad for Braeburn Alloy Steel Div. 
(see cover) presented a particulai 
problem, since there weren't any 
really good photographs from which 
the artist could work. But a trip 
to the Braeburn plant proved to be 
of more value than photographs to 
Mr. Rehberge 
of the 

watching the tremendous pressure 
(14,000 


helped him capture successfully the 


Seeing the vast- 


ness hydraulic press and 


tons) which it exerted, 


drama in “the gigantic squeeze 
play.” 

Copy pushes CCS Braeburn alloy 
steels, of which such presses are 
Braeburn to 
divisions. These 
include Niagara Falls Smelting & 
Refining Div., Buffalo, N. Y.; Han- 
over Wire Cloth Div., Hanover, Pa.; 
Hatfield Wire & Cable Div., Hill- 
side, N. J.; Alloy Fabricators Div., 
Perth Amboy, N. J.; Walsh Holyoke 
Boiler Works Div., Holyoke, Mass.; 
and Welin Davit & Boat Div., Perth 
Amboy. Similar technique is used 
on all ads in the series. Each ad 
features a different division. 


made, then relates 


other company 














Calendar, Too 


sé for y 





NBP appoints new research 
committee; Dix is chairman 
® WASHINGTON, D. c. .. New chair- 
man of the National Business Pub- 
lications’ research committee is Ar- 
thur Bi. Dix, 
charge of research, Conover-Mast 
Publications, New York 

Other new members of the com- 
mittee include George W. N. Rid- 
dle, director of development, Put- 
man Publishing Co., New York; C. 
William Cleworth, president, Cle- 
worth Publishing Co., Greenwich, 
Conn.; W. S. Harvey, president, 
Harvey & Howe, New York; C. B. 


vice-president in 


Larrabee, president, Printers’ Ink 
Publishing Co., New York; Howard 
Market, publisher, Jobber 
Cleveland, and James W. Zuber, 


business manager, Steel, Cleveland. 


News, 


Media Changes.. 


Julian J. Smith . . has | 


MA 
{ ealer 1oaz 


Kenneth A. Kruse . . ha: 


miawester! 


Vance Publishing Corp. 


moved its New York offices t 


Miss Jeanne M. Davern .. ha: 
f 4 


ass li€ eal I ATChite 


Nox 
William A. Ross 


aavertising manage! 


Robert J. Blake, Jr... ! 
s iinwestern advertsir 


hicaa 
i 1a 


For Complete ¢ 0 V/ E RA GE 


OF THE 


IRON and STEEL 
PRODUCING 
INDUSTRY 


Yes, the Iron and Steel Engineer 
gives you complete paid coverage 
of all branches of the iron 

and steel producing industry 
including engineering, 
maintenance, rolling mill, 

plant administration, executive 
administration, blast furnace, 
coke plant, steel making, etc. 

All important buyers in all 
phases of the industry are 
consistent readers of the Iron and 
Steel Engineer—your best 
advertising buy. 


1010 EMPIRE BUILDING 








How Seal-O-Matie Cut 
Costs $352,000.00 
And Saved 81% 


Man-Hours 


One of biggest mailings ever under- 
63,000,000 24-paye booklets 
11“ (name of mailer in our 


Actual cost savings were reported in 
excess of $352,000.00. Traditionally an 
envelope mailing, it would have taken 
more than 125,000 man-hours—just 
fo process for mailing. 

Ten SOM's, working two shifts, finished 
the job in 60 days .. . an actual sav- 
ing of 81% in total man-hours!! 

This phenomenal performance by SOM gave still 
another saving—in time and shipping costs 
Formerly shipped out to various district offices 
for a decentralized mailing, several thousand 
Clerical workers were forced to interrupt their 
regular office duties to move these mailings out 
as rapidly as possible 

Having the entire job completed so rapidly 
made it possible for 135 men to complete the 
job easily and rapidly—at ONE cent-alized office 
In terms of efficiency and time gained at these 
district offices, the effect of SOM on this job 
was astronomical 


Want to know how YOU can cut mail- 
ing costs? 

Want to show your clients a real step- 
up in DM production? 

Write today for details on how SOM 
gives you faster economy in handling 
self-mailers. 


Seal-O-Matic 
MACHINE MFG. Co., Inc. 


407-C CHESTNUT STREET 
SO. HACKENSACK, N.J. 


Automatic Sealing Service. Inc 
115 Christopher Street. New York 14. N. Y 
exclusive operators of SOM in New York area 





Write for Your copy of this New 
Booklet: “ HOW TO SELL TO THE IRON 
AND STEEL PRODUCING INDUSTRY" 


Ds 


PITTSBURGH 22, PA. 








49.9% 
advertising gain in 
MARINE CORPS 
GAZETTE 


. . . during first three months of 
1953 over first 
Largest circulation (66,000 net 


quarter 1952. 


paid), largest readership (388.- 
000), lowest rate per thousand 
($7.27) 


military magazine your best bet 


make this professional 


in the service. For information, 
address Box 106, Quantico, Va., 
or Capt. Murray Martin, 2 West 
46th St.. New York 36, N. Y. 


MARINE CORPS 
GAZETTE 








ne 19% 3/181 








LEE  y 


How to be remembered 
by the people who 


» 


eee 
Seaman ae” 


Give your prospects 


‘atu MONOGRAM S*=--- 


with your name here 
on 2-color metal plate 


uses 
standard 
size staples 


KEEP YOUR 
NAME UP FRONT 
4 ways 


Strong attention value...your ad is sure 
to be seen 

High readership 
out of sight 


..your ad is rarely 


Repetition builds remembrance. 
ad sells all day...every day 


your 


4. No competition...your message is read 
without distraction 
Ask your stationer or office supply firm for 
details and quantity prides of MONOGRAM 
Staplers, or mail coupon today. 


r 

eWILSON JONES COMPANY ' 
209 S. Jeffersom St.; Chicago 6, Il. 
Please send complete dota explaining how 
| can put the MONO Staplers to 


work on our pfospects’ desks, Also give 
me name of my nearest stationer. 


Nome 
Company 


Address 


City State 
mae ene aaa awe eee eaeeweaeaawaan |b 


oe oe Pe Ee oe a me om 
= 
- 


the Real Push 
Behind Sales! 


Youll find “‘Snips’’ a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
aay contractors See indus 
trial Marketing Data Book 


Snips Magazine 


S707 WEST Lane STREET CHICAGO 44, HLLINOTE 
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Which ad 
attracted 
more readers? 


® THE TWO ADS attracted the same 
number of “noted” readers, but Sun 


was “read most.” 


Both ads were above average in 
readership of lubricant advertising 
Pure Oil's 
light 


in the same _ issue. 
cartoon had 
touches of humor, and Lichty’s well- 
helped 
further to The 
cartoon, by being a good one, gives 
that feeling” that 


some advertising experts say is im- 


some genuine 


known style undoubtedly 


attract attention. 


readers “good 
portant for an ad to create. 
Headline is general, but copy gets 
down to business fairly fast with 
The 
offered may be weakened slightly 


reason-why. reader benefit 


Sun 
Seen. 


Noted Assoc. 


Read 
Most 


Below is 
the answer 
to the problem 


on page 80 


by its prevalence in lubricant copy: 
doing 
reduced the 


one lubricant many jobs 
This 
most” score. 

Sun’s ad used a strong, realistic 
photo with a point 


Headline the 


ground fast, wasted no words offer- 


may have “read 


strong focal 


and copy got off 
ing a specific, convincing benefit. 
Photo and insert worked well with 
the headline. 
offered a benefit tersely and used 
a good verb: “Even heavy tooth 
loading won't cause Sun 897 Ad- 


Copy’s first sentence 


hesive Pressure Grease to squeeze 

out.” The “read most” score was 

a third higher than Pure Oil’s. 
The scores, reported by Daniel 


Starch & Staff, Mamaroneck, N. Y.: 


Pure Oil 


Seen- 


Noted Assoc. 





iW) Noted deno! 


readers wn wl 


rememberea 


9 Seen-Associated denotes the per 


ey remembere 


ent of reade 


id and associated 


fooy 


DY 


100 





Advertiser Changes. . 


now 


Clark & Rickard, Inc. . . Detroit, is 


wn as Clark & Bobertz, Inc. The name 


properly identify the 


ment of the company and 


Frederick Goldman . . former copy chief 


has been moted to the newly created 


st f{ merchandising director, Adrian 


Advertising Agency 





Norton publishes book 


as public relations promotion 


Publication of “The Norton Story,” 
full-length history of Norton Co., 
Worcester, Mass., created enough 
interest for the company to offer 
the industrial biography for sale to 
the general public. 

The book was distributed origi- 
nally to company employes. Written 
by Mildred McClary Tymeson, Hol- 
den, Mass., whose husband is a Nor- 
ton employe, the book was pub- 
lished by Norton’s public relations 
department and printed by Com- 
monwealth Press, Worcester. 

The book includes 324 pages, 112 
photographs and an appendix con- 
taining the names of all Norton 25- 
year men and women in Worcester 
and district officers who are active, 
retired or deceased. 

The author spent 2!2 years writ- 
ing the book, during which time 
she interviewed more than 300 ac- 
tive and retired employes. The 
book is written as a human interest 
story of Norton, its beginnings and 
present history, and throughout em- 
phasis is placed on the people, both 
past and present, who constitute the 
Norton “family.” Price: $3.75. 

In addition to “The Norton Story,” 
with its emphasis on the people who 
make up the Norton organization, 
the company has published a sou- 
venir booklet for visitors at an open 
house held at its new Grinding Ma- 
chine Division factory. 

A combination of offset and let- 
terpress printing, the 84%2x11” book- 
let is called “Tomorrow is Al- 
ready Here.” It describes the new 
plant and as in the earlier book 
places emphasis on Norton people 
The booklet is 24-pages and is pro- 
fusely illustrated. 


Pictures, ideas, feature book 
for lumber, building dealers 


Display for Profit, 
aptly described as a_ profit hand- 
book for lumber and building ma- 
terial dealers, has been published 
by Building Supply News. The 
handbook, 


merchandising reprints, offers help 


® CHICAGO 


fourth in a_ series of 
on such subjects as store fronts, 
store layouts, product displays and 
building material display principles. 

Although 


designed for dealers, 


Advertisers get the BEST COVERAGE 
of the Industrial Heating, Forging, Steel Plant 
and Heat Treating Markets through . . . 


INDUSTRIAL HEATING 


and more manufacturers selling these markets use |. H. than any other publication! 





Reach over 16,000 operating Executives, Plant 
Superintendents, Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Fuel 
Engineers, Heating Specialists and Heat-Treaters 
through /. H. Industrial heating, as a market, 
is now entering a period where industry is re- 
appraising all manufacturing operations that in- 
volve the use of heat, with a view of immediate 
and extensive replacement by modern equip- 
ment ... and |. H. reaches every man con- 
cerned with industrial heating operations .. . 
100% coverage, regardless of classification. 


If you make these products 
sell them through 


INDUSTRIAL HEATING 


Industrial Furnaces of all kinds Heat 
Treating Furnaces Forging Furnaces 
Melting Furnaces Draw Furnaces 
Billet Heating Furnaces Normalizing 
Furnaces Galvanizing Furnaces 
Soaking Pits Annealing Furnaces 
Open Hearth Furnaces and Accessories 
Recuperators Galvanizing Kettles 
Rod Bakers . Dryers . Industrial Ovens 
Air He« Dust Collecto Ventilating 
I. H. Produces Results . . . Because |. H. is the se avo:xraseegadtar Donon sice Aang: in 
only publication editorially specializing in all 
the industrial heating processes and equipment Valves . 
needed in the manufacture, finishing, processing set and Motors Controllers 
ermocou ies 
and heat treatment of metals, advertisers have eos ie Cululieiiodaan Ales 
found that even when the cost of single units Retorts Handling Devices . Conveyors 
is relatively high, |. H. can and does move prod- Blast Gates 


ucts economically in these classifications. 


Equipment Spray Booths Kilns 
Induction Heating _ Burners Pyrometers 


Industrial Thermometers 


Heat Exchangers 


Retractories Insulation 
Insulating Refractories Fons 
Exhausters Blowers Boosters 
Melting Pots 


Immersion Heaters 


Carburizing Boxes 
Salt Baths 
Quenching Machines Quenching 


On the right is a partial list of the products J. H. 
has successfully sold. Write today for specific 
recommendations on how to sell your products 
most effectively through 1. H. 


Compounds Heat Treating Compounds 








Fuels Fuel Pumps trainers 


[CCA 


INDUSTRIAL HEATING © 1400 Union Trust Bidg., Pittsburgh 19, Pa. 





WRITERS 


We Want — 


. several men with experience 
in writing about industrial prod- 


We Offer — 


, an exceptional opportunity 
to grow with a new and growing 


ucts. Experience should include 
sales, advertising, or other work 
requiring ability to appreciate 
interests of those who buy and 
use industrial products. Engineer- 
ing or other technical training 
desirable. 


Please give FULL 
Box 483 
200 E. Illinois St. 





advertising agency. 


Bonus, 
profit-sharing plans. 


department in a_ well-established 


Starting  sal- 


ary based on experience and train- 
ing, increases on results produced. 
iMsurance, retirement and 


INFORMATION in your first letter. 
INDUSTRIAL MARKETING 


Chicago 11, Ill. 





REACHES ALL THE DEALERS 


IN THE RICH, PROGRESSIVE UPPER-MIDWEST 


100% coverage of all 4,000 aggressive retail lumber, 
building material and coal dealers in 5 state area 
Two official Lumberman’s Association Publications: 
(1) Northwestern—covers Minn., Wis., No. & So. 
Dakota. (2) lowa—covers all of lowa. 


1013 4TH AVE. SO., MINNEAPOLIS, MINN. 











heap few Indians 


The JOURNAL of | the 
Concrete 


American 


Institute is such a highly 
technical publication that very few 
except the chiefs in the construction 
industry can read it with profit For 
that reason, the circulation is small 
only 7500 and the rate 1s cor 
respondingly low. At the same time 


your results can be sensational, be 
ause these chiefs are the men 
final on billions of 


whose word 1 


follar 


worth of busin 


our MDEDN 


JOURNAL OF THE 
AMERICAN 
CONCRETE INSTITUTE 


18263 W. McNichols Rd. 
Detroit 19, Mich. 
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12 ears of survey!ng 
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able us to provide 


See Market Date 


for leading advertiser 
low cost. 

thly data at 
reste r further information. 
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Growing Midwestern agency needs ex- 

perienced farm copywriter. Successful 
specialty selling experience preferably 
on farm accounts required. Must know 
current farm conditions, probl and 
how to produce inquiries and sell by 
direct mail. Good starting salary and 
excellent opportunity. Write Box 484, 
INDUSTRIAL MARKETING, 200 E. Illinois 
St., Chicago 11, Ill., giving details of 
experience and quolificctions. 














SQUARE SHOOTER LUCITE PENCIL 


ee ries 


The Advertising Pencil for ‘53! 


nd | print ar bina 

Fitting sold P 
it ; Ad t i tt head 
ELK SUPPLY CO., BUFFALO 24, N. Y. 














PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable Photo-Re- 
porters provides effective wiy to obtain on-location 
photos, reports and releases for advertising, edi- 

torial and research purposes 
For more information write or phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 
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the handbook is also useful tool for 
manufacturers, containing ideas for 
designing thei displays. 
Priced at $2.50, the 100-page, illus- 
trated handbook 
for $1 by 


trade 


own 
may be obtained 
people in the building 
their 


their letterhead to Building Supply 


who _ send request on 
News, Advertisers’ Service Depart- 


ment, 5 S. Wabash Ave., Chicago 5 


McCormick-Armstrong offers 


industrial editing scholarship 


® WICHITA, KAN A $1,000 college 
scholarship in industrial editing has 
McCormick- 


printers and lithog- 


been established by 
Armstrong Co., 
raphers 

The scholarship, open to the best 
from 
any high school in the United States, 


qualified graduating student 
provides a grant of $250 per year for 
B.S 
degree in Industrial Editing at 
Oklahoma A. & M. College. 

Details are available from Clem- 
ent E. Trout, Dept. of Technical 
Journalism, Oklahoma A. & M. Col- 
lege, Stillwater, Okla 


four years work towards a 


Lixor Ivory rpy 


£08 ANEAD- 8F7; 4 
é pg! THAT (Pu $F 
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Don al Publications, (ne. 


Information Headquarters of the Billion Dollar Industries They Serve 
FROZEN FOOD AGE + CANDY INDUSTRY + BOTTLING INDUSTRY 
THE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St., N.Y.C. * MUrray Hill 7-8771 
CHICAGO. 30 North LaSatle Street (FRanklin 29052) 


SAM FRANCISCO. Simpson-Reilly, Ltd, 703 Market Street (00egias 2.4994) 
LOS ANGELES. Simpson-Reilly, Ltd., Halliburton Building (DUnkirh 61179) 
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Watch 


for 
YOUR 


copy 
of 


Industrial Marketing's 
1954 MARKET DATA & 
DIRECTORY NUMBER 


To be Published 
JUNE 25 

















Index to Advertisers 





*Advertisers’ Research Service .. 
*Advertising Age . as 
*American Artisan 
*American Ceramic Society 
American Chemical Society, 

The . cee 
*American City, The . 
*American Machinist .. 
*American Metal Market 
*American Society of Civil Engi- 

neers, The ... 
*American Society of Mechanical 

Engineers ... 24 
* American Society of Tool Engi- 

neers, The .. Insert Between 32-33 
American Telephone & Tele- 

graph Co. .... , 
American Type Founders 

Analytical Chemistry & 
*Annual Meat Packers Guide . 
Appliance Manufacturer ; 
*A.S.M.E. Mechanical Catalog» 

and Directory ; 
*Aviation Age . 4th Cover 
*Bacon’s Clipping Bureau ...... 145 
Black Diamond .. 145 
*Blast Furnace and Steel Plant . 148 
Bramson Publishing Co. ko ae 
Business Week 

Insert Between 128- 129 

*Butane-Propane News Sea 


Canadian Industrial Equipment 
News ox 28 
Candy Industry tees a 
Cantine Co., The Martin avon ee 
*Capex Company, Inc. .......... 138 
*Ceramic Bulletin v Sivas nae 
Chemical & Engineering News . 23 
*Chemical Engineering 58-59 
Chemical Engineering Catalog . 17 
*Chemical Engineering Progress . 8 
Chemical Materials Catalog .. 17 
Chemical Processing .. re, 
*Chemical Week .. 84-85 
*Chicago Thrift-Etching Corp. .. 149 
*Chilton Publications . 98-99 
*Civil Engineering ? 33 
*Coal Age 2nd Cover 
Coal Mining 148 
*Concrete Manufacturer Perri 

*Conover-Mast Corp. .. , 
26-27, 82, 125, 4th Cover 

*Conover-Mast Purchasing Direc- 
tory ses 125 

Consulting Engineer 

Insert Between 96-97 
*Construction News Monthly 142 
*Contractors & Engineers 134-135 


*Daily Journal of Commerce .... 148 
Deskfinder Company, The .... 141 
*Dodge Corp., F. W. .. 70-71 
*Domestic Engineering 9 


Eastman Kodak Co. . 105 
*Electric Light & Power ie tS 
Electrical Manufacturing 66-67 
Elk Supply Co. 154 
Engineering News- Record .. 102-103 
Esquire Press 41 


*Factory Management & Mainte- 
ance 62-63 


*Fritz Publications, Inc. 


Gage Publishing Co. 
Gardner Displays . 
“Gardner Publications 
Gardner, Robinson, Stierheim 
& Weis » fe 
Gateway Studios . 
General Exhibits & Displays, Inc. 
. Facing Page 133 
Golde Manufacturing Co. 16 
Gray, Inc., Russell T. 
.. Facing Page 129 
Gussow Publications Inc., Don . 154 


*Haywood Publishing Co. 73 
*Heating, Piping & Air Condi- 
tioning 10-11 
*Heating & Plumbing Equipment 
News 81 
*Heating & Ventilating 81 
“Hitchcock Publishing Co. 13, 19 


*Industrial Equipment News 29 
*Industrial Heating 153 
*Industrial Marketing 
126-127, 130-131 
“Industrial Press, The Si, 113 
Industry and Power 
“ee Insert Between 96-97 
*Institute of Radio Engineers, 
Inc., The 120 
*Iron Age 98-99 
Iron & Steel Engineer 151 
Ivel Corp. 136 


*Jenkins Publications, Inc. 45 
*Journal of the American Concrete 
Institute 143, 154 


“Keeney Publishing Co. 
“King Publications 


Lumber and Building Material 
Dealer 153 


*Machine and Tool Blue Book 19 
Machine Design ... 46-47 
*Machinery 113 
*Maclean-Hunter Publ. Corp. . 30-31 

MacRae’s Blue Book 

Facing Page 65 
*Marine Corps Gazette 151 
*Marine Engineering 57 

Marsteller, Gebhardt & Reed, 

Inc. a : 18 
*Mass Transportation iy 142 
*Materials & Methods ; 48 

Maujer Publishing Co. 

Insert Between 96-97 

McGraw-Hill Book Co. 12 
*McGraw-Hill Publishing Co., Inc. 

2nd Cover, 12, 14-15, 42-43, 58-59, 

62-63, 74-75, 84-85, 91, 95, 102-103, 

Insert Between 128-129, 3rd Cover 
*Mechanical Catalog ..... 24 

Melton Industries, Inc. . 149 

Meyercord Company, The 145 
*Mill & Factory 26-27 


Modern Machine Shop 
Modern Railroads 
*Modern Railroads Publishing Co. 


National Industrial Adv. Ass’n. . 
National Provisioner, The . 
*New Equipment Digest 

New York Times, The 


Oil and Gas Journal, The 


Palm, Fechteler & Co. 

Panamerican Publishing Co. 

*Paper & Pulp Mill Catalogue 

Paper Industry, The (Formerly 
The Paper Industry and Paper 
World) 140 
Penton Pub. Co. 46-47, 101, 111, 

Insert Between 64-65, 132-133 

Petroleum Engineer, The 25 
Photo Engravers Ass’n. of 
Pittsburgh 

Pittsburgh Bindery 

*Power 

Proceedings of the I.R.E. 

*Product Engineering 

Production Engineering & 

Mgmt. 

Public Works 

*Purchasing 

Putman Publishing Co. 


Railway Age 
*Reinhold Publishing Corp. 

i7, 23; 48, 345 
Rock Products 30-31 


School Executive, The 134-135 
Seal-O-Matic Machine Mfg. Co. 151 
Service Electrotype Co. 38 
Sickles Photo-Reporting Service 154 
*Simmons-Boardman Pub. 
Corp. 
Smith, Inc., Harry W. 
*“Snips Magazine 
Society of Industrial Packaging & 
Materials Handling Engineers . 146 
Southern Chemical Industry 149 
Steel . Insert Between 64-65, 132-133 
Sweet’s Catalog Service 70-71 


*Textile World 95 
‘Textiles Panamericanos 136 
Thomas Publishing Co. 1, 29 
*Thomas Registe: ! 
Tool Engineer, The 

Insert Between 32-33 


Utilization 139 


*Vance Publishing Corp. 144 


Wall St. Journal 

Welding Engineer 
*Western Industry 

Western Union 
Wilson-Jones Company 
Wood and Wood Products 
Wood Working Digest 
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‘a Stupy’ 


“It was some years ago that I 
requested my subscription to 
Advertising Age be sent to my home. 
This was done so that it could be given 
more ‘concentrated reading. Each issue 


contains such a large volume of valuable 


HERSHEL E. HINMAN 


: ; Erwin, Wasey & Company, Inc. 
office scanning does not permit a full 
New York 


information and late news that a hurried 


coverage of this material. 


“As it is important for me to keep up with the latest 
developments in the graphic arts field, I even study your 
advertisers’ ads for possible innovations. And where can this be done 
better than in the home away from interruptions.” 

If you are an “office scanner” of Advertising Age, you can’t 
possibly give it the “concentrated reading” it deserves. The wise way, 
popular with so many of our subscribers, is to have a personal subscription 
" to AA sent to your home. The coupon below will bring it to you, plus, 

FREE, a copy of TV & AM DIGEST of 1951, a handbook on 


what happened in broadcasting last year and what may happen in 1952. 


P' \ \9 le {e Advertising Age 


Dept. IMJ, 200 E. Illinois St., Chicago, I'l. 
Advertising Age and mail at to 


with “— my home address. I am to receive FREE a copy of the TV & AM 


Please enter my 1-year subscription to 


1951 DIGEST 


f 
home 


aubreniplion My Name 


Address 





City ‘ __—_ Zone 


My check for $3 is enclosed. [] Bill me later 











“WHAT TYPE OF ILLUSTRATIONS AND 


COPY ATTRACT BUSINESS PAPER READERS ?” 








INDUSTRIAL AD READERSHIP RATINGS 


Based on Length of Text and Size of Illustration 





LENGTH OF 


TEXT SMALL | 


(less than half page) 


SIZE OF ILLUSTRATIONS 


LARGE 


(more than half page) 


MEDIUM 
(half page) | 





Least Readership 





SHORT 
(120 or less words) 


(130 adv.) 





MEDIUM 
(121 to 200 words) 


LONG 
(201 to 500 words) 





(214 adv.) 


(207 adv.) 
Greatest Readership 


(86 adv.) 


100= Average readership of 130 ads having small illustrations (less than half page) and short texts (120 or less words). 1948 


(27 adv.) 


(Sample too small) 








Advertising readership is, of course, dependent upon 
many factors. Probing for the most successful techniques 
is one of the continuing jobs of McGraw-Hill Research. 
This particular study was conducted by personal inter- 
views with 1110 readers of an industrial publication over 
a five-issue period. 

The results, as shown on the above chart, indicate that 
industrial advertisements with large, informative illus- 
trations and long, factual copy are read by 56°; more 
people than those with less-than-half-page illustrations 
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and short texts. Thus the survey tends to establish the 
superiority of large, detailed illustrations balanced by 
plenty of informative copy. 

The above report is only a portion of the study on 
advertising readership. The full report is contained in 
our Research Department’s Laboratory of Advertising 
Performance Data Sheets #3170 and /3233. If you would 
like copies, or if you want facts on other subjects related 
to business paper advertising, performance and effective 
ness, ask your McGraw-Hill man. 
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He's Getting Results... Are You? 


Together with more than 300 other AVIATION AGE ad- 


vertisers, this man is getting visible results from his 


advertising ... more sales leads, nine times out of ten, 


than from all other aviation magazines combined. 


In 1953, AVIATION AGE relayed to manufacturers more 
than 93,000 inquiries from flechnical-management men in 
all fields of aviation ...93,000 requests for help... 


93,000 opportunities to land a contract. 


If your advertising is already reaching the more than 
30,000 technical-manage ment readers of AVIATION AGE, 


ask your sales department to show you their record of 


inquiries produced. If you are not now in AVIATION AGE, 
call your local AVIATION AGE representative. He’ll be 
glad to show you the results your competitor is getting 
from AVIATION AGE. 


To get results in the aviation market, tell your product 
story In AVIATION AGE... 





